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Beginning August 23, Brown Shoe supports 
you with 52 full page color ads in LIFE 


During the next 12 months we’re supporting These LIFE readers will buy 372,820,000 
you with the strongest consumer advertising pairs of shoes in the next year! 

in shoe history — 52 color-page ads to the It’s an all-out selling program to get greater 
81,350,000 men, women and children who read consumer acceptance for every Brown Shoe 
LIFE— (4 out of 5 people in your area). brand you carry. 








St. Louis... Makers of : Air Step 
+ Buster Brown + Official Boy 
Scout Shoes + Official Girl Scuut 
Shoes + Life Stride - Westports 
by Life Stride + Naturalizer - 


Quality at your feet... Br own Shoe Com pany Semon gg  Risaué - 





NEOPRENE SOLES 


add oil-resistance to comfort 
in these logger boots 


OY ge ee, 


WORK SHOES 


ON OF KUSHINS, INC 
ANTA ROSA ALIFORNIA 


These rugged 8” bluchers are built to take the 
kind of punishing wear loggers. oil-field workers 
and farmers can give them. And they'll give a 
double measure of comfort and long service in 
return. Uppers are soft, oil-tanned leather with 
brass stud hooks and eyes. Inseams stitched with 
thread of “Dacron”* resist cracking and curling. 
Two full soles — leather midsole and long-life neo- 
prene outsole — combine to give maximum wear 
on toughest jobs. 


Resilient. flexible neoprene soles put springy 
comfort in every step. They're unmatched for 
resistance to oils, chemicals. extreme heat: won't 
spread, soften or lose their profile. And neoprene 
will not chip, crack or tear despite scuffing or 
wear on rough, abrasive surfaces. 


And, too, neoprene soles give added sales ap- 
peal to your shoe. For years they have given 
wearers what they want in work or safety shoes 
... a solid cushion of comfort. and the economy of 
long wear. Specify neoprene soling for your line. 


*“Dacron” is Du Pont’s trademark for its polyester fiber. 


AND BOOTS 


ONLY NEOPRENE SOLES GIVE YOU THIS 
BALANCED COMBINATION OF PROPERTIES 





@ Resistance to oils, greases and acids 


@ Resistance to flex-cracking — even at freezing temperatures 


@ Resistance to softening — even in extreme heat ¢ 


@ Resistance to abrasion, chipping 


. E. 1. du Pont de Nemours 
° & Co. inc.) 
Elastomer Chemicals Dept. BS-6 
Wilmington 98, Delaware 
LL .° Please send me your free booklet, 
EG. U.S. PAT e “Neoprene Shoe Soles.” 
Better things for better living | + 
... through chemistry ,* Name 


Position 


MEQ REN: satan 


— made by Du Pont Address 
us * for 25 years City aia 


FOR THE FULL STORY OF NEOPRENE SOLES, SEND FOR THIS FREE BOOKLET —7 





ve , - : ig 
"9g walk: 


In Stock 


Onver GO styles in stock 
WRITE FOR NEW : for onmedlate delsery 


CATALOG 


ALL MADE IN OUR MODERN FACTORY Prices slightly higher west of Denver 


MANUFACTURERS 


PARAGOULD, ARKANSAS 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47° W. 34th St. ST, LOUIS: 409 Silk Exchange Bldg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. 
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TAYLOR’S 
SWAGGER sei 


TOUCH 
" 
has vnstant 


appeal for the 
Ivy Grad 
and Undergrad 





STYLE 2086 
Taylor sets the stage for sales 


to the college and career man 
with this “swagger touch”’ 
advertisement scheduled for 
early Fall insertions in 

THE NEW YORKER and 
ESQUIRE. Styles like these 
have made Taylor headquarters 
for authentic Ivy League 
fashions. Interested? 

Write, wire or phone collect 


today for information. 


E E€. TAYLOR CORP., FREEPORT, MAINE 


every man deserves a touch of 


IVY SWAGGER 


Ivy League shoe fashions by Taylor 
have a decided dash of the debonair. 
The rich leathers are masterfully 
handled. The well-bred patterns are as 
welcome to the executive suite 

as they are on campus. The easy, 
foot-conforming fit is a veritable 
pleasure. Style 6143 in shell 

cordovan about $22. 


Style 208 about $14. t ay or 
made 


AT YOUR LOCAL TAYLOR MERCHANT OR WRITE E.E. TAYLOR CORP., DEPT. BN, FREEPORT, MAINE 
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. 
“now get this... 


“The first suede shoes for Fall are just coming into the 
stockroom. Our manufacturer uses Tan-Art Suede, 
which is premium-quality leather and sure to build 
customer satisfaction. 


“Extra pairage this season will be easy if you 
point out to customers that this suede is as 


crock-free as anyone can hope for; the colors 
A He¢ Y are clear and vivid; and the nap is the tightest 
and plushiest we've ever had.” 


SUEDE KID 
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America’s 


most famous 


FIT and 
COMFORT 


Regardless of where you are located or the varied tastes of 
your customers, you'll find this unbeatable combination in 
the best-selling line of ENNA JETTICKS for Fall. 


The fashion look your customers will want will be highlighted by 
the demand for tapered toes which we have for Fall on 
three heel heights, 14/8, 18/8 and 21/8, in varied degrees of 
slimness in the very newest volume fashions which must 
be seen to be appreciated. 


But Fashion is not confined to tapered toes. We have retained 
and are increasing the spread of volume-selling fashion pat- 
terns in pumps, ties and straps. Thus, you can offer your 
customers every type of shoe, styled with the look they 
want and featured in the leathers and colors that will sell 
best for Fall in the various sections of the country. 


Pius America's most f fit and fort— The same comfort 
and fit that American women know ENNA JETTICK stands 
for excels in the Fall line, featuring soft constructions, light 
flexibility, foot-hugging fit and cushioned comfort. 





If you don’t now carry ENNA JETTICKS but are interested 
in getting this unbeatable selling combination for Fall, we 
invite you to write us. 


today’s 


nna sJotioke 


The Shoes You Love To live In 


+O 10” 
Some Styles $11.95 
DUNN and McCARTHY, INC., Auburn, N. Y. 





Now a quality shoe for 
the “young-man market 


<== Expanded Walk-Over 
=? line now starts at *1495 


Yes, Walk-Over, internationally fa- 
mous for uncompromising quality, now 
covers the $14.95-$19.95 volume market 
with fresh styling, rugged good looks and 
many costly extras. 

And Walk-Over’s famous I.L.P. Plan 
gives you one of the highest mark-ups in 
the industry, 42% + on every pair not 
including discounts. 


e Walk-Over provides a 50-50 coopera- 
tive newspaper advertising program. 


Walk-Over’s increased production 


capacity for Fall will mean keeping 
pace with your demands and will as- 
sure prompt delivery on important 
styles and sizes from our streamlined 
in-stock department. 


Find out what Walk-Over, one of the 
“‘Big-Four’’ names* in men’s shoes, and 
the Walk-Over 42% + mark-up can do 
for your sales and profits! Talk to your 
Walk-Over salesman, or contact Jean 
Keith, President, or Bob Fesler, Vice 
President and Sales Manager, today! 


*A national pref- 

erence survey 

made for one of our 
competitors in 1956 
showed Walk-Over to be 
one of the four top brands, 
regardless of price! 


Geo. E. Keith Company Brockton 63, Mass. 


World-Renowned Walk-Over and Incomparable Keith Highlander Shoes for Men 
NEW YORK SALES ROOM—556 MARBRIDGE BLDG.—47 WEST 34th STREET 
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Now— 


New FORTUNE Styles 
are cushioned with 
AIRFOOT! 


On the campus or “out in the world,” each step 
is an easy one for the man who is wearing a 
smart “Fortune-Aire” style. 














That’s because this new number by the Fortune 
Division of General Shoe Corporation, Nashville, Tenn., 
is full AIRFOOT cushioned—insole, heel and arch! 







Month by month, Big Name after Big Name goes 
AIRFooT—and one big reason is obvious: AIRFOOT, first 
and foremost foam rubber cushioning designed 

specifically for footwear, has never let anyone down! 













OTHER AIRFOOT ADVANTAGES: 


° Lighter-for-density than other rubber cushion- 
- ings—yet the thinnest layer stands up! 





Controlled aeration—“‘breathes” all over without 


. forming weak spots. 
How Fortune-Aire Achieves : g P 


Maximum Lasting Comfort: 







Unvarying support—scientific compression ratio 
assures instant comeback for life of shoe! 










Here, the GUperees Goer essrOn 7 Proved quality—years in development, years in 

and “comeback” ratio of AIRFOOT : use under all conditions, assures customer- 

is combined with a covering of ; satisfaction. No crumple, crumble, lump up 

specially selected soft leather to . or break down! , - ‘ 

provide full, lasting comfort — : Note to shoe manufacturers: For samples and 

without compromise of style! ; information on ease of application, contact: 
. Goodyear, Foam Products Division, 






: Akron 16, Ohio 


MADE 
= DF YEAR 
BY 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOOTWEAR 


















Airfoot-—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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what's 
May IST ED SAT 


4 


with 
n Den? 


Fun Done ... mate only by LUCKY 


LARGE LOOP FASTENER 
on all models... 


This new fastener has 
one large loop for 
easy-on, easy-off. . . 
is flexible for 
adjustment, and has 
fingertip tab. 


... only LUCKY makes Zee Dacee 
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#808 FORM FIT 
for Medium Heels 


# 909 FASHION FIT 
for HighwHeels 


All models in clear and sm 
Ail models in lefts-and rights and = 
a full range of sizes (4 to 10) 


satin finish 


Smooth, satin-like frosted finish, 
now available in two models: 


LARGE DECORATIVE = OR FIT 
BUTTONS or Meaiim neeis 


on all models #909 SATIN.. FASHION FIT 


for High Heels 


oa : 
a 
set ee 
beat SL ary 
pee 
pelts 


guara nteed rust-proof #SATIN-CLEAR #SATIN-SMOKE Lefts and rights and a full range of sizes (4 to 10) 


AS ADVERTISED IN 








Millions sold each year to millions of satisfied customers 


Shipping from 3 different points: 


Factory in LOS ANGELES Warehouse in CHICAGO Factory in NEW YORK 
941 E. Third Street 1247 S. Wabash 47 W. 34th Street 
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FOR GREATER NET PROFIT 


on your children’s shoe operation .. . 


concentrate on the 


PROFITABLE . 





.. BIG 


(80% 


OR MORE 


VOLUME MARKET* ¢ 


* e 
with Billikew 
® 


which offers you: 


1. All of the important patterns on which 80% or 
more of the volume is done in the children’s shoe 
field! With... 


2. The style, fit, quality and VALUE that get 
immediate sales action! Plus... 


3. An IN-STOCK service that assures you at 
once delivery on all of these patterns—in suffi- 
cient size depth—needed to give you complete 
coverage of this BIG 80% market circle! 


Yes ... THIS is the PROFITABLE way to meet fit 
requirements promptly! No lost sales! Fast turn- 
over! MAXIMUM RETURNS ON A MINIMUM 
INVESTMENT! 


and Billiken’s Controlled Assortment Plan 


Shoe illustrated above: Billiken’s sensational 
“Sadelette” ... light... glove-like for softness, 
flexibility and fit . . . with big girl styling to 
delight every little girl. One of the “sure-fire,” 
volume patterns included in Billiken’s Controlled 
Assortment. 


Billiken Shoes are priced to retail profitably at 


$495 $7750 ‘ : J 
4 to 7 Priced according to size 


% Experience proves that 80% of children’s shoe 
sales is done on an average of 30% of a dealer’s 
line. Are you getting your share of that BIG 80%? 
If not, why not have a BILLIKEN representative 
call to tell you all of the many fine features of 
BILLIKEN’S CONTROLLED ASSORTMENT 
PLAN. No obligation to buy. Just write to: 


BILLIKEN Division of Craddock-Terry Shoe Corp., Lynchburg, Va. 
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AIDS axo ADAGES 


JUMPING-JACKS 


for multiple 
sales...in 


. SUEDE 
wi) LOAFERS 


e TURTLE DOVE No. 2421 
e CAVIAR GREY No. 2721 
e LODEN GREEN No. 2021 
e JET BLACK No. 2821 





William Yorio of Gimbel’s, New York, quotes 
a famous adage with which most retailers are 
familiar: 








“Any fool can give merchandise away but it 
takes a good merchant to sell it at a profit. 
Profit is the result of good merchandising.” 


“Why do they say ‘The voice with a smile 
wins’? Simply because it’s true,” says the New 
York Telephone Company. 











“The voice with a smile has sell in it and the 
surest road to success is through selling your Every little miss will | 
company and yourself. Over the telephone you | choose at least two! All 
cannot have a pleasing, convincing personality | ; with snow white stitched 
except it be in your voice and manner of | , vamp... double cable 
speech. That is the only part of you that means | stitching on sole. Play these 
anything to your telephone customers. They ; 
will know you, believe you, like you — even 
though they never see you—if you have mas- 
tered the simple art of putting into your voice SIZE RANGES: 
that something called a ‘smile’ which expresses , 
friendly feelings and a helpful attitude.” nee veeie © te B-~S008 

Misses 122-4 A to D—$4.20 











fashion-right colors across 
the board. Order now! 








ella VAISEY BRISTOL SHOE CO. /Ze 
Sa Beste Monett, Mo. 


Publisher 


Boor anv SHoe REcorper 
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good looks 


. 
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Lawrence IITMBLIGO 


is tanned twice 


Melgo helps you give extra value to customers because it is 
tanned twice . . . first for sturdy wear and scuff-resistance, 


again for mellowness and a lasting polished beauty. 
Lawrence tans it twice to help you build your children’s ron ? 
shoe business. The appearance of the leather helps to sell the 


shoes. The performance makes parents want to bring the MELGO 


children back. 
Other “tanned twice” leathers are FINA and KEENA. ... the better part of better shoes 
A.C. Lawrence Leather Company, Peabody, Massachusetts. 
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Shanks and the Sales Manager... 


Sure, he’s responsible for moving 
shoes . . . that’s this Sales Manager’s 
job. But selling case lots isn’t the 
whole story either. He’s got to know 
his line. Know the top selling features 
on each type and style .. . selling 
points to hammer home to his sales- 
men... and that includes shanks. 


With United shanks he’s got a real 
selling story. They’re hand tailored to 
fit the model maker’s original last .. . 
perfectly fitted to preserve and pro- 
tect the comfort and style for the life 
of the shoe. 


United shanks are Vita-Tempered 
too, for maximum strength .. . cut 
down returns, build solid strength 
and character into the bottom lines of 
the shoe. 


Ask your United representative about 
Vita-Tempered steel shanks . . . they 
give you a real ‘‘sales closing”’ story 
that makes the difference. 





VITA-TEMPERED STEEL SHANKS 


UNITED SHOE MACHINERY CORPORATION + BOSTON, MASSACHUSETTS 
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CINDERELLA . 


@ the fall promotion that reaches every girl 
who'd like to be a princess! 
@ with local impact that builds traffic for you! 


@ backed by a magic sales message to 
40,000,000 readers of 11 national magazines! 


See HUSKIES fall line of shoes fit for a princess —sports, 
flats, loafers, moccasins, priced for magic volume! 


Only HUSKIES gives you ALL THIS plus 24-hour local fill-in service 
- and more pairs in stock than any other brand in the country! 
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this fall smart shoe retailers know what to do: 
they tie in with 


ki | 
_ GAL IN THE CHOE! 


COME IN-- 
Guess the number of children in the shoe! 


—because, in their window, nin cutie wer wa 
this bright new display A PAIR OF 
brings new customers . . . iid 


day after day! 


* 


Fabulous local promotion backed 
by widespread National 
Advertising! 


* 


Huskie Pups fall styles for °57 will 


make your store the Number One dabel oo , 
many children che could count ‘em-- 
stop on the way back to school! ; CAN You? 


* 


Get full details on HUSKIES and HUSKIE PUPS for back-to- 
school from your local Huskies distributor, or write: 


HUSSCO SHOE COMPANY, 47 WEST 34th STREET, N.Y.C. 


Factories: Honesdale, Pa. @ In Canada: Canada West Shoe Co., Winnipeg 
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““Back-to- 
Dance-School” 


Merchants featuring Leo Dance 
Shoes and Accessories often rub 
their eyes in amazement at the way 
sales climb year by year. The rea- 
ae : son’s simple: Leo’s are recom- 


VSO PI EES PES Bees Pea o ;* mended by literally thousands of 
eee A MES a EARS yas Ce ao Ae & Back some 
* dance schools across the country .. . 


rr pr I CAPS, oe: eee Ae eh Pee “EIFS to the happy satisfaction of little 
-\s ace + gee ee ee Deedee ballerinas and their mothers. You 

A re RE Se ie LN PARI Sob Seeded der-akipmnent ati savelinas. 

FREE COMPACT 3-PIECE DISPLAY 

a : F PROFITABLY PRICED 
apture your share of the town’s dancewear business by FOR RE-SALE 

prominently displaying this merchandise eye-catcher. 


% 


“RAINBOW ARCH” 
TOE SHOES 


LEO’S SOFT 
TOE BALLET 


STUDENT 
TIE TAP 


Leo-Tards 


Durene, Helanca and 


Cotton Elastic 


May we send you Leo’s new 
1957 Catalog? 


KNOWN THE WORLD OVER BY THOSE WHO 
TEACH, STUDY AND LIVE THE DANCE 
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Leaders Tell Tanners: Intensify Promotion 





Bermuda Meeting Stresses Proper Merchandising and the Need for 
Turning Down Unprofitable Business in So Competitive an Industry 


Shown above are, left to right, Irving Glass, executive vice-president of Tanners’ 
Council of America; Lee C. McKinley, vice-president of the International Shoe 
Company, who was featured speaker and Joseph C. Eberle, Tanners president. 


HAMILTON, BERMUDA — Tanners and 
producers of shoes were advised to in- 
crease productivity and intensify their 
merchandising and promotional efforts 
at a roundtable discussion and general 
business meeting which featured the 
37th spring meeting of Tanners’ Coun- 
cil of America held here May 13-15. 

Lee C. McKinley, vice-president, In- 
ternational Shoe Company, declared 
the shoe and leather industries are in- 
separable in their thinking and are 
almost one and the same. ‘Each is de- 
pendent on the by-product of the pack- 
ing industry for its source of raw ma- 
terial. 

“Each is the kind of industry in 
which labor comprises a large percen- 
tage of its costs. Each is a highly com- 
petitive industry, since there is much 
more productive capacity in each than 
it is presently able to sell.” 

He pointed out the highly competi- 
tive positions of both, the low percen- 
tages both earn from their sales dollars 
and their complete interdependence. 

Joseph C. Eberle, Tanners’ Council 
president who was moderator of the 
after-breakfast session, commenting on 
the profit situation in the tanning in- 
dustry, said, “Profits, or lack of profits, 
are what we deserve for failing to be 
profit-conscious, first, last and always. 

“We seem to have no faith in tomor- 
row, no confidence in the facts of de- 
mand which prove again and again 
that unprofitable business can and 
should be turned down. 

“A product is worth what it can do 
for the customer and the consumer. It 
must be sold and bought with its value 
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in merchandising and with profit in 
mind rather than tied to some mean- 
ingless quotation for raw material. 
Steel prices don’t jiggle around be- 
cause the newspaper quotation for 
scrap in Detroit or Pittsburgh goes up 
or down. Let’s stop talking, thinking 
and fretting about hide prices as we 
used to when there were really mean- 
ingful fluctuations to bother us.” 

On the subject of quality control of 
raw materials, Mr. Eberle, who is pres- 
ident of Eberle Tanning Company of 
Westfield, Pa., said, “We are working 
with our suppliers to get the facts on 
the table and to make quality a worth- 
while objective for our suppliers and 
ourselves. Every other tanner can 
frame a program for himself, at least 
as effective as ours, but to get results 
there must be action with determina- 
tion. 

“My company and several others 
have put a good deal of sweat into de- 
veloping our quality-control program 
and we propose to benefit from it. I 
earnestly believe that others can do 
likewise.” 

Lee McKinley, discussing the intan- 
gibles of merchandising said, “One 
very tangible part of leather merchan- 
dising is the use we make of our hides 
and skins. No matter what kind of 
leather you make, there is some type 
of selection prior to the point of no 
return, where the next step in side 
leather, for example, produces elk one 
way, or smooth sides, or some other 
type if it goes in a different direction. 

“It is too elementary to say, that se- 
lection is a vital part of merchandis- 


ing. Yet it has been my observation 
that this selection of the right hide or 
the right skin for the right end use is 
too often left to a man who knows little 
about finished leather, and what qual- 
ity of hide or skin is best suited for a 
certain type of finished leather. Yet 
untold thousands of dollars are lost 
each year by this lack of knowledge.” 

Irving Glass, executive vice-presi- 
dent, Tanners’ Council of America, 
noted that the “psychological reces- 
sion” and the “liquidating frame of 
mind” had past, and that retailers were 
anticipating fall requirements at higher 
levels than they did for spring. He 
forecast a year equal or better than 
1955 or 1956, with 600 million pairs a 
year entirely possible. 

Walter Kraus, director Leather In- 
dustries of America, gave a progress 
report on the industry’s promotional 
effort, with specific reference to the 
“Spring Shoe Fashions” promotion in 
which more than 1,000 newspapers co- 
operated. He called the attention of 
the group to a feature story in Boor 
AND SHOE RECORDER, May 15, page 83, 
for a detailed description of the promo- 
tion. 

Leif C. Kronen, secretary of the 
council, described legal measures which 
the industry is taking to fight misrep- 
resentation of synthetic materials as 
leather. He pointed out that joint ac- 
tion by groups of tanners was proving 
more effective than direct council 
tion. 

Dr. Fred O’Flaherty, Tanners’ Coun- 
cil director of Research Laboratory, 
Cincinnati, gave a progress report on 
projects at several universities on 
tanning methods and experimentation 
in the development of new uses for the 
industry’s by-products. 

Dr. Sam R. Hoover, assistant re- 
search director of the President’s Com- 
mission on Increased Industrial Use of 
Agricultural Products, described the in- 
terim report of the commission which 
has been transmitted to Congress. 

Dr. Heinz J. Leudicke, editor, Jowr- 
nal of Commerce, forecast continued 
high consumer spending for the re- 
mainder of the year, but mentioned the 
possibility of slower business in 1958. 

There were about 60 devotees of the 
rolling green entered in the annual 
tournament played at Riddell’s Bay 
Country Club. The medalist turned up 
in Frank J. Chadwick, Atlas Refinery, 
Inc., who captured Low Gross—36 holes 

with a 150. Douglas Gallun, A. F. 
Gallun & Sons, Inc., was the winner of 
Low Net—36 holes—with a 130—cap- 
turing the President’s Trophy. Ben 
Roberts, Barkey Importing Company, 
officiated as master of ceremonies in 
awarding the prizes to winners at the 
Bon Voyage breakfast. 
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Melville Corporation 


J. FREDERICK ROSSELL 


New York—J. Frederick Rossell has 
been elected vice-president in charge 
of personnel services of Melville Shoe 
Corporation, it was announced by 
Robert C. Erb, president. Mr. Rossell 
has been director of personnel since 
1937. He succeeds John B. Fitch, whose 
retirement was announced last week. 
John F. Riefier, Jr., has been appointed 
director of personnel. Mr. Riefiler has 
been assistant director of personnel. 

Mr. Rossell began his career with 
Melville in 1928 as supervisor of 
the Store Auditing division in Worces- 
ter, Mass. In his new capacity he 
will be responsible for personnel pol- 
icies affecting 5,000 store, headquarters 
and warehouse employees, the majority 
in the company’s Thom McAn Division. 
He is chairman of the company’s Re- 
tirement Committee. A graduate of 
the University of New Hampshire, Mr. 
Rossell was with the New York Tele- 
phone Co. prior to joining Melville. 

Mr. Riefler joined the company in 
1949 and was made assistant person- 


JOHN F. RIEFLER, JR. 


and Realty Appoint 
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ALFRED C. 


with Melville he was with the per- 
sonnel departments of American Over- 
seas and American Airlines. A grad- 
uate of Bucknell University, he also 
attended the Advanced School of Re- 
tail Management at Rutgers University. 

Albert C. Blunt, III, a vice-president 
of Melville Realty Company, Inc., has 
been elected a director of that com- 
pany, it was announced by Arthur 
Paar, president. 

Melville Realty Company, Inc., handles 
real estate transactions for the Thom 
McAn shoe stores and has leased 76 
locations for future units of the na- 
tionwide chain, at the present time. 

Mr. Blunt began his career with 
Melville Realty in 1948 as assistant 
to the president. He was made a vice- 
president in 1956. Prior to joining the 
real estate company he had been with 
Thom McAn and the United Shoe Ma- 
chinery Corporation. He served in the 
U. S. Naval Reserve in 1942-46 and 
was discharged as a lt. commander. 

The real estate executive was grad- 
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nel director in 1953. Prior to coming uated from Dartmouth in 1939. 





Harvard Professor Retained To Analyze Shoe Industry 


New YorkK—National Shoe Manufac- 
turers Association has retained Dr. 
Harry Hansen to head a research group 
which will make a detailed study of 
the economic forces at work in the shoe 
industry and the direction it will likely 
take. 

Dr. Hansen is professor of business 
administration at the Harvard Business 
School. The announcement was made 
by John Moran, president of NSMA. 

At Harvard, where he has been a 
member of the faculty for 21 years, 
Dr. Hansen teaches a course in Crea- 
tive Marketing Strategy. He is a con- 
sultant to a number of companies in- 
cluding the Sun Oil Company, H. P. 
Hood and Company and the Lederle 
division of the American Cynamid 
Company. Dr. Hansen is also the au- 
thor of a number of books on market- 
ing. 

Mr. Moran expected that the research 
group’s final study will not be avail- 
able until the end of 1958. 

He said the board of directors of 
NSMA would act as a steering com- 
mittee for the study. 

“We have great hopes,” said Mr. 


HARRY HANSEN 


Moran, “that a thorough economic an- 
alysis of the technological, marketing 
and management problems of the shoe 
industry, together with some alterna- 
tive projections of the position of the 
industry in the national economy a 
decade from now will be an invaluable 
service for every member of the as- 
sociation. It should also have consider- 
able public interest.” 


Retailers Alerted Against 
Sale Restricting Legislation 


St. Pau, Minn. — Shoe retailers 
throughout the country should be 
alerted to attempts at legislation which 
will restrict their sale of shoes, re- 
ported Edmund J. Trench, secretary 
and managing director of the National 
Shoe Travelers’ Association, Inc. He 
referred specifically to bills aimed at 
forcing them to sell shoes just as re- 
ceived from the factory, with no addi- 
tions. 

Mr. Trench said such a bill was 
defeated in Minnesota with great diffi- 
culty. It was done by amendment 
after the bill had passed. He added 
that a bill attributed to sponsorship of 
a chiropodists association was passed. 

“It was known as a sleeper as no 
one else knew anything about it,” he 
said. “It provided that retail shoe 
dealers in the State of Minnesota had 
to sell shoes exactly as they were re- 
ceived from the factory. No dealer was 
allowed to insert anything in a shoe, 
such as metatarsal pads, tongue pads, 
heel pads, insoles, and other adjust- 
ment items. The penalty for such in- 
sertion was a 30 to 90 day jail sentence 
and/or a $500 fine for each offsense.” 

Mr Trench said his office learned of 
the bill after it passed, but immediately 
set to work and had an amendment 
prepared, cancelling the entire bill. The 
amendment was passed and signed by 
the governor. 

It was difficult to organize protests, 
as there is no local retail shoe retailer’s 
association. Most of the work was 
done through his office by telephone in 
contacting individual dealers to urge 
that they wire their senators and rep- 
resentatives. 

Much of the support came through 
local dealers, the Twin Cities Associa- 
tions of Commerce, and the larger 
stores. 


Says Europeans Inspire 
Much American Shoe Design 


SAN FRANcisco — Felton Kaufman, 
vice-president and general manager of 
Sommer and Kaufman, San Francisco- 
based shoe firm, told delegates to the 
Shoe-O-Rama convention at Los An- 
geles that “nearly 50 per cent of Amer- 
ican shoe designs are European in- 
spired.” 

A principal speaker at the conven- 
tion of shoe buyers and shoe company 
executives, Mr. Kaufman praised Eu- 
ropean stylists for “great originality 
and talent in design.” He added, how- 
ever, that although so great a percent- 
age of design is borrowed from Europe, 
less than one per cent of the total 
American shoe consumption is imported. 

“Europeans do not, as a rule, make 
production line designs, but appeal in- 
stead to individuality. One of our most 
important problems is to match Eu- 
ropean shoe designers in creative enter- 
prise.” 
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Thom McAn Gets SMI Award for Selling Youth Market 


New York—“Thom McAn’s interest 
in the youth market is as old as Thom 
McAn itself—nearly 35 years.” 

This was the opening remark in an 
address by Edward Gorman at the 
fourth annual Student Market Clinic 
at the Hotel Roosevelt. Melville Shoe 
Corporation—Thom McAn Shoes was 
awarded a Key of Achievement as one 
of seven national advertisers who suc- 
cessfully sold the multi-billion dollar 
student market. 

Mr. Gorman is director of sales pro- 
motion for the Thom McAn Shoe Com- 
pany. The clinic was sponsored by 
Student Marketing Institute, Inc. 

Interest in the youth market is at 
flood-tide, according to George Fern, 
educational director of the National 
Association of Manufacturers, one of 
the judges in the competition that pre- 
ceded the announcement of awards. He 
said there was a stream of entries from 
all sides in business and industry. 

All material submitted featured pow- 
erful but subtle “educational sell,” and 
included ads, displays, teaching aids, 
films, records, product samples, book- 
lets, books, charts and stacks of litera- 
ture. 

One-third of the nation’s corporate 
assets were represented in the competi- 
tion according to Dr. Ernest V. Hollis, 
director, College and University Ad- 
ministration of the U. S. Office of Edu- 
cation, and another of the judges. 

“The young people are important to 
us,” said Mr. Gorman, “not only for 
the future but also for the present be- 
cause they buy more shoes per year 
than any other age group. They make 
their own decisions, as you all know. 
They don’t go to bed so early. They’re 
active; they wear out shoes; they are 
quick to be taken by a new fad, a new 
interest, a new style. The majority of 
American men buy shoes only when 
they have to, only when they are worn 
out. Not so with the young fellows. 
Style is the big reason... .” 

Mr. Gorman said the best method his 
firm had found for appealing to young 
men was through Thom McAn win- 
dows. “When we have the styles they 
want,” he said, “and when we present 
them properly in our windows, we get 
the business.” 

Ordinarily, his firm has found any 
advertising medium, including TV, of 
no particular appeal for the young 
man. However, Thom McAn has used 
a rotogravure newspaper distributed 
with locally printed high school news- 
papers in major metropolitan areas. 
Mr. Gorman believes that he is reach- 
ing “the right audience in sufficient 
numbers” in this supplement. 

Thom McAn carried on a saturation 
campaign in promoting its Snap Jacks, 
a shoe without laces that has a stiff 
tongue-like device on the front which 
operates on a slide so that you can 
snap it open and closed. Rock ’n roll 
music and disc jockeys were used in 
this drive. 

The company conducts Thom McAn 
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Edward Gorman, Thom McAn's sales pro- 
motion director, addressing the Student 
Market Clinic in New York at which his 
firm received a Key of Achievement. 


Success Awards, or scholarship grants, 
now in its fourth year, and also a Foot- 
ball Trophy, attesting to other than 
commercial interest in the youth mar- 
ket. 

Last year Thom McAn conducted a 
Search for Cinderella through 150 of 
its family shoe stores. There were 3,300 
candidates. A radio program, “Teen- 
agers, USA,” was another evidence of 
the company’s efforts to keep its name 
constantly before young people. Two 
films, “If the Shoe Fits,” and “The 
Danger Line,” the latter pointing up 
the importance of fitting shoes prop- 
erly and familiarizing the audience 
with a glance at shoe manufacturing, 
made the rounds of American high 
school auditoriums. 

“One thing we know about the young 
men and young women of America is 
this,” said Mr. Gorman in closing, “and 
they are like everyone else in this re- 
spect: You have to have what they 
want at the time they want it and at 
the price they want to pay...” 


NSMA Says Shoe Production 
Was 52,600,000 in April 


New Yorx—April shoe production 
was estimated to have totaled 52,600,- 
000 pairs by the National Shoe Manu- 
facturers Association. This represents 
a gain of 7.4 per cent over April last 
year. 

The total breaks down, in thousands 
of pairs, as follows: men’s, 9,100; 
youths’ and boys’, 1,900; women’s, 25,- 
100; misses’ and children’s, 6,500; in- 
fants’ and babies’, 3,500, and others, 
6,500. 

A preliminary estimate of May pro- 
duction is about the same as last year 
during this period—48,289,000. 


Largest Seattle Show to Date 
Succumbs to the Pointed Toe 


SEaTTLE — M ore than 160 display 
rooms representing about 350 lines of 
men’s, women’s and children’s footwear 
were set aside at the New Washington 
and Olympic Hotels for the semi-annual 
shoe show sponsored by the Pacific 
Northwest Shoe Travelers. 

Though the big news is that the 
pointed toe has taken this retail bastion 
by storm as well as all the others, 
Harold D. Pearson, president of the 
travelers, called the show the largest 
and most successful to date. 

Drawn to the show were shoe store 
owners, managers and buyers from the 
four northwest states as well as Canada 
and Alaska. 

Another women’s style that attracted 
much attention was the Paris-inspired 
spiral heel. It was evident from the 
displays that high fashion shoes, in 
addition to pointed toes, will feature 
ornaments. Satin shoes were very pop- 
ular. 

The trend to lighter weights con- 
tinues in men’s shoes, as well as softer 
leathers, finer detailing and mocassin 
toes. Slip-ons continued in high popu- 
larity. 

Representatives said black was grow- 
ing in popularity, especially in boys’ 
shoes. Though black is making inroads 
in little girls’ shoes, the choice is still 
largely either 1ed or blue. 

The boys are favoring the black, 
scuff-tipped oxfords with crepe soles. 

Principal speaker at the traditional 
“Monday Breakfast” was William R. 
McKay, president of the International 
Club, Inc., Los Angeles. He asked the 
audience to visualize themselves in a 
mythical courtroom and to examine 
their own selling methods. Though he 
pointed out the danger of overselling, 
his theme was, “Your success depends 
on you: would you hire yourself for the 
job you are doing?” 

An innovation on the program was 
the Tuesday evening cruise. Delegates 
and their wives were guests on a six- 
hour cruise to Kiana Lodge on Bain- 
bridge Island for barbecued salmon and 
entertainment. 


Foresees Changes in Retailing 


CuHiIcaco — Diversification in shoe 
merchandising and changes in retail 
shoe outlets was forecast by William 
A. Rossi, field editor of Boor AND 
SHOE RECORDER. 

Mr. Rossi was the featured speaker 
at the dinner of the Midwest Shoe 
Travelers Association held here May 
21. 

Mr. Rossi predicted a strong growth 
pattern for shopping centers, shoe 
chains, the factory-owned store, the 
roadside shoe store, variety stores (for 
cheaper footwear) and the mail-order 
shoe business. He said an increasing 
number of shoe stores are showing re- 
sistance to the high-volume low-profit 
policy of operation. 





New England Orders Small 
Part of Needed Fall Shoes 


BostonN—Smaller New England re- 
tailers are not yet ready to place 
orders for more than a small percent- 
age of their fall shoes. This is the 
consensus of both buyers and manufac- 
turers’ salesmen, the latter of whom 
exhibited their lines at the Parker 
House here for four days, beginning 
May 19. The show was sponsored by 
the Boston Shoe Travelers Association. 

Fill-in orders, however, were better 
than fair. Whites sold well, as did 
casuals in a wide range of styles and 
colors. Manufacturers with in-stock 
departments, therefore, fared better 
than did the make-up houses, although 
sales representetives of these houses 
asserted that interest was kigh and 
that they expected to write good busi- 
ness within a comparatively short time 
after the end of the show. 

Retailers from nearly all of the six 
New England states reported that 
spring business had exceeded their ex- 
pectations by as much as ten per cent 
in some cases, and added that buying 
of summer shoes had opened early. 
Weather permitting, they said, this 
trend could be expected to continue. 

President of the Boston Shoe Travel- 
ers Association is Leon E. Kelley, Jr. 
Al Prudhomme is vice-president and A. 
Philip Richards is secretary-treasurer. 
The executive committee consists of 
Leon E. Kelley, Sr., chairman; Sydney 
L. Curry, Howard Harrison, John R. 
Thompson and Irwin Finke. 


Iowa Shoe Show Draws Well 


Des MoINeEsS—This was one of the 
biggest shows traffic - wise ever held 
here. One hundred eighty-nine stores 
were represented by more than 500 
persons to see the 130 lines displayed 
on four floors of Hotel Fort Des Moines. 

Black and brown shoes stole the 
show in men’s, women’s and children’s 
shoes. In women’s lines, black suede 
and leather shoes were tops, with light 
brown casuals and dark brown dress 
shoes a close second. Blue suede and 
reds followed in third and fourth 
choices. 

The slender look was being sought 
by retailers and salesmen reported the 
“maxine” toe held a slight edge over 
the “needle” toe among Iowa buyers. 
Some shop owners were still buying 
the round toe shoe in women’s shoes. 
The stilletto heels were popular, too. 

Black shoes were predominent in the 
men’s lines for fall. Lighter weight 
shoes were being sought proving that 
the “light weight and flexibility” slo- 
gan is popular in the Midwest as well 
as the rest of the country. 

Ivy League styles were popular in 
children’s shoes and pumps, “dirty” 
bucks. “Rock and roll” styles and the 
standard white bucks for boys and 
black and white saddles for girls were 
all good sellers. 
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Plymouth Shoe Appoints Draghetti Vice-President 


MippLesoro, Mass. — The Plymouth 
Shoe Company announced the appoint- 
ment of Raymond L. Draghetti as vice- 
president in charge of sales and mer- 
chandising, a new post. 

Mr. Draghetti’s task will include 
makeup and in-stock operations for 
both the Pilgrim and Plymouth divi- 
sions as well as styling and the coordi- 
nation of sales, according to Alan H. 
Goldstein, Plymouth president. 


RAYMOND L. DRAGHETTI 


Mr. Draghetti resigned as vice-presi- 
dent of the sales division of the Knapp 
Brothers Shoe Manufacturing Corpora- 
tion to accept the position with Plym- 
outh, which he originally joined in 
1945. At that time he served the com- 
pany as a factory sales representative, 
later becoming assistant stylist and 
then assistant sales manager. 

He became associated with Common- 
wealth Shoe & Leather Company in 
1953 both in sales and styling. 

Mr. Goldstein also announced the ap- 
pointment of Arthur Freedman as sales 
representative to call on makeup cus- 
tomers throughout the U. S. Mr. Freed- 


man had been associated with the 
Songo Shoe Manufacturing Corpora- 
tion as stylist, salesman and sales man- 
ager. Before that he was employed by 
A. Freedman & Sons, Inc. 

Mark Rogers, with Plymouth since 
1951, will work with Mr. Draghetti and 
supervise all sales pertaining to in- 
stock orders. 

Lee B. Mayer has become associated 
with the Plymouth Shoe Company as 
representative for metropolitan New 
York, Westchester and Long Island. He 
replaces C. B. Hitz, transferred to 
western New York State. 

Mr. Hitz’ former area in Rochester 
will be attended to by Robert Schur- 
man, who, in addition, covers western 
Pennsylvania and Ohio. Mr. Mayer 
had been associated with Stacy-Adams 
Company for eight years. 


Sommer & Kaufmann Shoe 
Firm President Retires 


SAN FRANCcIScO—Herbert L. Sommer, 
president of the pioneer San Francisco 
footwear firm of Sommer & Kaufmann, 
announced his resignation from _ its 
active management, effective July 1, to 
devote his time to other activities. 

He said, “Naturally, I feel sentimen- 
tal about retiring from the business 
which my father and his associates 
founded. I felt the responsibility to 
carry out the transition of manage- 
ment following Sommer & Kaufmann’s 
merger with General Shoe Corporation, 
and the launching of the expansion pro- 
gram of opening new « ‘ores in principal 
Pay Area communities. However, there 
are other business matters to which I 
want to devote my time and effort in 
the immediate future and these are of 
such a nature as to dictate my decision 
to give up the presidency and direction 
of the company. 





New England Shoe Wages Top All Areas, Says NESLA 


Boston—Average hourly earnings for New England shoe workers are higher 
than almost every other shoe-making state in the country, it was pointed out by 
the New England Shoe and Leather Association in a study of current government 
earnings data. (The only exception is California which produces a comparatively 


small amount of footwear.) 


The amount by which New England earnings were greater than earnings in 
each other shoe state was equal to 27 per cent for Virginia, 15 per cent for 
Pennsylvania and 10 per cent for Missouri. The table below is based on official 
data from the U. S. Bureau of Labor Statistics. 


Comparison of Average Gross Hourly Earnings—February 1957—-New England vs. Other 
Shoe Producing States 


Average Hourly 


Area 
New England* 
Pennsylvania 
Missouri 
Virginia 
Maryland 
Illinois 
Indiana 
Ohio 
Wisconsin 
New York 


Earningst 
58 
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New England Hourly 
Earnings Greater By: 


Per Cent 


Cents Per Hour 


* The New England figure represents the weighted average for Massachusetts, Maine 


and New Hampshire. 


+ Including overtime premiums. 
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Brown Shoe Company had a new 
laceless shoe for boys which they wanted 
to put into production. They needed a 
low-cost fastener that would work easily 
and hold securely without discomfort 
across the instep. 


SOLVED 
IT 


The answer: Dot Snappers® with a special! 

socket for extra strength. They snap in a hurry, grab hold 
like fury, are durable yet flat enough for the smooth 

look that’s one of the shoe’s big selling features. 


How DOT solved other shoe problems 


Snow boot Removable bows Snap Strap Spring-o-lator 
snap-down cuff push-button 


What’s your fastener problem? Maybe it 

has to do with the stiff action you get in most snaps made 
for use on leather. Whatever it is, DOT® has the 
solution. For details on what its precision action can 
mean to you, phone our nearest branch office or write: 


CARR FASTENER COMPANY, DIVISION OF UNITED-CARR, First in Fasteners, CAMBRIDGE 42, MASS. District Offices: New York-475 Fifth Ave.; Chicago-35 East Wacker Drive; Cleveland 
1468 West 9th St; Syracuse-2343 Bellevue Avenue; Detroit-2832 East Grand Boulevard: Los Angeles-1709 West Eighth St.; Atlanta—45 Eleventh St., N. E.; Dallas-1500 Jackson St 
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*Over 50,000,000 pairs of all types of 
shoes were made with new VINYL WELT in 1956! 
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ke MOUSE 


ONCE UPON A TIME there was a great shoe factory ruled by a superintendent who 
was a veritable Lion. This superintendent had run the factory for hundreds of years (so it 
seemed to his fellow workers) and knew all the answers about everything to do with 
making shoes. He had a young assistant who was something of a Mouse because he was 
very much in awe of the old man. 


ONE DAY the owner of the factory, who was quite a Fox, met with them to discuss the 
awful problem of RISING COSTS. “What”, he said, “can we do to make our shoes look 
better, last longer and thus sell faster?” 


AT THAT, the young assistant who was regarded as a Mouse spoke up and said, “We 
can make our shoes with new Vinyl Welt, which is the VERY BEST MATERIAL* 
because it will outwear the shoe itself and because it helps the shoe to hold its shape better 
than any other material and because it’s so easy to work since it’s always uniform in size 


and color and texture, and...” 


THEN THE OWNER who was a smart Fox said, “Let us use this new Vinyl Welt on all 
our shoes from now on.” So they did, and the customers were VERY HAPPY and their 
SALES INCREASED and even the old Lion had to admit that Mice are often very smart 
animals indeed. 





Just because grandfather had to use horse- 


MORAL: : 
shoes, you shouldn’t ignore tubeless tires. 











To get all the facts about new VINYL WELT, 
write to one of these official licensees: 


AMERICAN BILTRITE RUBBER CO. MAYNARD H. MOORE, JR., INC. UNITED SHOE PLASTICS, LTD. 
Chelsea, Mass. Stoneham, Mass. Midland, Ontario 


DEWEY & ALMY CHEMICAL COMPANY 
Division of W. R. Grace & Co. MICRO PLASTICS, LTD. WIND SPECIALTY CO., INC. 


Cambridge 40, Mass. Acton, Ontario Brockton, Mass. 
Montreal 32, Quebec 


LAWRENCE PROCESS CO., INC. OUIMET WELTING CO. WRIGHT-BATCHELDER CORP. 
North Andover, Mass. Brockton, Mass. Boston, Mass. 
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...MOM DOES! 


Children’s shoe business is BIG business. 
But remember this: children don’t buy shoes 
... MOM does! 


That’s why E-Jays are advertised to mothers 
through that most powerful magazine, 
PARENTS’. There mothers read about the 
E-Jay features they look for in children’s 
shoes: Permacounters, the polyethylene 
counters that can’t break down... Guide- 
Step lasts ... long wearing soles... and the 
famous PARENTS’ Seal. 


Mothers by the hundreds also write in to find 
out more about E-Jays, and the name of their 
nearest dealer. For that reason we have pro- 
duced a colorful new booklet that gives 
complete details. Entitled ‘The Story of 
Happy, Active Feet,” it tells a real selling 
story about E-Jays. 


Be sure to get your free copy of the new 


yMEN, 
Nationally advertised in Sea 


ENDICOTT JOHNSON CORPORATION 
Endicott 1,N. Y. St. Louis 2, Mo. 
New York 13, N. Y. 


E-Jay booklet. And if you’d like a look at 
this new, fast-moving line of shoes, check 
the box in the coupon... we'll send a rep- 
resentative at once. 


Priced to retail profitably at $595 to $695 
Infants’ styles $395 to $495 


ENDICOTT JOHNSON CORPORATION 
Dept. B 
Endicott 1, New York 


Please rush my FREE copy of the new E-Jay booklet 
[_] Also send a representative to show me the new E-Jay line 


Nome....... 
Store Name 
Street... 


City....... 
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Point of Direet Return 





THERE is a rather obvious statement making the rounds 
in the.advertising and merchandising fraternity to the 
effect that, “No one profits until something is sold.” 

Useful as this catch phrase may be in the promotion of 
advertising and the selling of merchandising services, it 
completely ignores the hundreds of millions of sales made 
every year from which no one derives a full measure of 
profit, and too large a percentage of which result in a 
definite loss. 


The final sale at retail of a pair of shoes, or any of the 
hundreds of other articles of consumers’ goods, must 
reflect a reasonable profit to the producers of the materials 
from which they were made, the manufacturer who made 
them, and, last but not least, the retailer. 


To Survive 


For an industry to survive, this must be an economic 
generality. For an industry to prosper and progress, it 
must apply specifically to all its producers and dis- 
tributors. 

In the past few years, there has been evidence of a 
growing recognition of this fact by producers of shoe 
materials and shoe manufacturers. They are demonstrat- 
ing clearly that they are aware of the inevitable results 
of producing at dangerously low margins of profit. The 
more realistic formula of measuring profits by percentage 
to sales, rather than in relation to capital invested, is 
receiving more wide-spread acceptance by both. 

Within the last few years, the industry has developed, 
too, a recognition of the necessity for promotion, and 
several such programs are actively at work. Leather In- 
dustries has effectively implemented a sound program of 
advertising and publicity in trade, national magazines and 
newspapers for leather and shoes. National Shoe Institute, 
which is the only industry-wide effort, having overcome 
serious organizational difficulties, has finally launched on 
a strong publicity and promotion program for shoes. 


On May 9th, the Board of Directors of NSMA approved 
the retention of Dr. Harry Hansen, professor of business 
administration at Harvard Business School, to head a 
group of researchers who will make a detailed study of 
the economic forces at work in the shoe industry, and the 
direction which the industry is likely to develop in form 
and structure in the years ahead. This study should pro- 
duce a clearer picture of the technological and marketing 
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problems of the industry and give more direction to its 
future planning. 


A Major Style Revolution 


Meanwhile, the industry is in the midst of a major style 
revolution. Pointed toes, in evolution for several seasons, 
have arrived at last at the volume level with an impact 
greater than any style development in a decade. Light- 
weight, unusual looking, Italian-inspired styles now repre- 
sent an important part of men’s shoe selling volume. 
Tapered toes are appearing in girls’ shoes, and are in the 
serious talking stage in men’s footwear. These momentous 
style changes will make obsolete millions of pairs of shoes 
now in consumers’ closets. 

At the manufacturing level there is ample evidence that 
the industry is becoming more aware that it must produce 
efficiently, style dramatically, and promote vigorously and 
price profitably. 

But, despite all this awareness of what the industry must 
do to progress, and the “big picture” optimism which it is 
generating, the fact remains that to the retailer falls the 
final obligation and important work of implementing its 
various programs. 

He is the one who must sell and fit the shoes which will 
demonstrate the value and effectiveness of these efforts. 
He must be thoroughly aware of the details of these prod- 
uct improvements, of the research, style and merchandising 
programs which are in process. He must know how, for 
example, when and when not to fit a tapered toe. 

He is the one to whom the consumer will first protest 
dissatisfaction with any of their many phases. He is the 
point of direct return on all of these higher level style and 
promotional programs. His customers eventually will 
decide whether or not they will be successful. 

The pace at which the industry is moving is so fast that 
concise, factual information on its developments has be- 
come a vital necessity for the retailer. The merchandising, 
fashion, news and advertising pages of Boot AND SHOE 
RECORDER provide an excellent contact for the retailer with 
the industry’s advertising and research programs and 
fashion promotions. 

The informed retailer keeps merchandise in motion and 
will assure that it keeps moving through the accepted 
channels of retailing. He is the only real checkmate to the 
“off-beat” serviceless, cut-rate type of operation upon 
which the marginal, volume-hungry producer depends. 





OPEBRATE 


DISSECT OUR SHOES, PART FOR PART AW 
STITCH FOR STITCH ...LEARN FOR YOURS 


THAT Judy ‘n’ Jerry Gives You Top-Grade Leather 
Counters, Linings, Innersoles, Welting. 


THAT Judy ‘n’ Jerry Gives Extra-Quality Bonwelts: 
Tempered Steel Shanks, Neotite Soles, etc. 


THAT Judy ‘n’ Jerry Gives you Top Styling, Editorially- 
Selected, Buyer-Approved, Consumer-Tested: 


THAT Judy ‘n’ Jerry Gives you Superb-Fit Lasts, Extra i aS 
Flexibility, soft Cushion Fillers. 4. 


THAT Judy ‘n’ Jerry Workmanship, Detailing; 
Findings and Construction Rival Shoes that 
Retail for $3.00 more a pair. 


OPBRRATE:! 


STOCK AND SELL 
JUDY ‘N’ JERRY SHOES THAT 
CHILDREN'S AND COMPARE WITH 
MISSES’ FOOTWEAR *G, *7 AND *8 


RETAILING AT RETAILERS 
(A Few Styles at $5.50 and $6) 
ALL THIS - AND LONG MARK-UP, Too 
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For the shoe | 
with the 
delicate air... 


a 
Re 
mM 


/ 


[ 
AN EVANS | 

EX CAA Save... 
IN WHITE 


VL 
mS 


ote 


a » 


P 


The delicate tracery of Evans 
WHITE LACE emphasizes the 
fashion points of this lithe-lined pump. 
By Caprini of Philadelphia, who has 
gilded his lily with a bow buckled in 
gold color metal, accented by a 
tiny bar of walnut brown wood. 


a brilliantly executed tone on tone pattern that gives the 


effect of a delicate, shimmering lace overlay on velvety suede. 
Evans LACE in white and high fashion colors will make 
your shoes standouts — and sellouts — in the resort and spring 


collections for 1958. Write now for swatches. 


JOHN R. EVANS & COMPANY ©« CAMDEN, NEW JERSEY 


The House of Uniform Quality Leathers 
1857 OUR. HUNDREDTH ANNIVERSARY 1957 
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TESTING 
when so much 


depends on so little 


-..depend on 


SUPERGRIP 


Cements 


It’s a thin ribbon of cement that 
forms the lifeline of the shoe... a 
cement that’s got to stand up and 
take it... its bond strength, flex- 
ibility and performance determine 
the life of the shoe. 


For added protection when attach- 

ing your soles use SUPERGRIP 

Cements ...they’re stronger than 

the materials they bond when used 

properly. Shoes cemented with 

SUPERGRIP are tested every day 

on this Scott tester... they're torn 

apart to prove SUPERGRIP 

Cements are consistently reliable 

...Teasons why more and more 

manufacturers are switching to 

\ ; oe’ SUPERGRIP Cements for greater 

a \ . i ' } confidence in sole attaching ... and 

- : SUPERGRIP costs no more — 

Check these advantages: SUPERGRIP gives you greater 

DEPENDABILITY mileage. Actual case histories show 

United’s methods of quality control mean greater confi- up to 28% more pairs cemented 
dence in sole attaching through dependable cements. per gallon. 


BOND STRENGTH SUDERGRID 


Supergrip cements are stronger than the materials they 


bond when used properly. Sole attaching cements are products of the 
B. B. CHEMICAL COMPANY 


PERFORMANCE = 

Hundreds of manufacturers making millions of shoes U rn g t e d 

depend on Supergrip Cements’ reliable performance. SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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the 


buy-word 
in 
55 —*6 Shoes 


BLUE STAR Blue Bonnet Shoes offer the two features 


Shoes 


for Boys today’s customer seeks in children’s footwear: 


also 
makers of 





1. Outstanding value. 2. Proper fit for growing feet. 
Complete juvenile line. COMPARE. 


IN STOCKY 


>. SAME DAY SERVICE F- 


Write, wire or phone collect today for complete information about a franchise in your city 


BLUE BONNET SHOES, INC., MANUFACTURERS «+ 5 FRANKLIN STREET, LAWRENCE, MASSACHUSETTS 
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GALLUN MILWAUKEE CALF 


the leather that 


helps sell your shoes 


Shoppers instinctively pause to appreciate the 
glowing good looks of Milwaukee Calf. 


They caress the leather with their fingertips, as 
if reading its quality story by Braille. Then slip into 
the shoes to enjoy the leather’s ready obedience. And, 
most important to you, they buy shoes of Milwaukee Calf 


— complimenting you on your carefully chosen stock, 
complementing their wardrobes with a leather that offers 
looks, luxury, and longevity. 


Inspect the catalogs of your favorite suppliers. Then 
stock plenty of swift-selling shoes of Gallun Milwaukee 
Calf. A.F.Gallun & Sons Corp., Tanners, Milwaukee, Wis. 


Misr Ou 


OTHER FAMOUS GALLUN TANNAGES 
NORWEGIAN CALF © NORMANDIE CALF @ CRETAN CALF 


7-140 
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Washington 


Army PX’s 
Plan to Give Credit 





Congress Schedules 
Hearings on Taxes 


No Flood Insurance 
This Year 














Newsreel 


by George H. Baker 


The Army and Air Force have struck another blow at retailing. The two 
services disclosed in May that they are planning to extend credit to all 
customers patronizing post exchanges. 

The PXs do not plan to collect any carrying charges for credit, nor 
charge any interest. 

This extension of credit by the PXs means that taxpaying shoe retailers 
are about to lose all Army and Air Force officers and enlisted men and 
their families as customers. Because the PXs pay nothing for rent, nothing 
for light, heat or power, pay no construction or maintenance charges on 
the buildings they occupy, they can sell shoes for a few cents over their 
actual costs. 

Up to now, all PXs have operated on a cash-and-carry basis. But within 
the next year, all will inaugurate credit, unless they are specifically pro- 
hibited by the Congress from doing so. 

In announcing their plans to offer credit, the Army and Air Force said 
they will test the popularity of credit at two large PXs—one at March Air 
Force Base (California), and at Wright-Patterson Air Force Base (Ohio). 

If credit is found to be “popular” (how can it lose?) it will then be 
extended to all PXs within the next 12 months. 

Both the National Retail Dry Goods Association and the American 
Retail Federation are protesting PX expansion to Congress. Spokesmen 
for the two organizations are pointing out that every dollar spent in a 
government-subsidized PX is a dollar taken away from a legitimate, tax- 
paying merchant. 

If sales of children’s shoes and extension of no-interest credit as PXs 
is likely to hurt your business, write or wire your congressmen. That’s 
the only way this continuing encroachment into legitimate retailing can be 


stopped. 


Congress takes the first meaningful step toward lower taxes. Public hear- 
ings on taxes are scheduled for the first two weeks in June. The hearings 
will be conducted by the Senate-House Economic Committee, which will 
ask several dozen businessmen, tax experts, and government officials where 
taxes should be cut, and why. A number of congressmen intend to press 
hard for cuts in the rates applying to individual taxpayers. But the pros- 
pect for lower rates for corporations is dim. Only an unforeseen depres- 
sion will bring about lower rates for incorporated business. 


Government flood insurance won’t go on sale this year. The Eisenhower 
Administration tried hard to persuade the Congress to write insurance 
policies covering loss due to flood. But the House of Representatives says 
it’s not convinced that the government ought to set itself up in the flood 
And the Senate hints that it doesn’t 


‘ 


insurance business at this time. 
feel any more strongly about the “need” for flood insurance than the 
House does. 

As a result, merchants and homeowners won't be able to buy any flood 
insurance this year. 

Next year, the story may be different. The congressmen who looked 
over the plans to get the government in the flood insurance business did 
not condemn the basic of government-backed flood insurance. They 
remark that they’d like to see a better plan for writing flood insurance 
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policies. And they also comment that the estimated $50 million yearly 
cost of writing flood insurance is a tidy sum that can be spared the tax- 
payers this year. 

No non-government insurance company is willing to write any mean- 
ingful flood insurance because of the tremendous risks involved. One 
severe flood could wreck any company. The government is the only 
organization willing even to consider the idea. 


Trading Stamps The government’s interest and activities in the trading stamp controversy 
remain inconclusive and indecisive. 

Among the latest government move is a report from the U. S. Agri- 
culture Department, which attempts to relate stamps to consumer food bills. 

This is the second Department report on stamps. The first surveyed the 
effect of stamps on food retailers, and suggested that the stamps tend to 
benefit the big stores at the expense of the little operators. 

The Department says it still doesn’t know whether a consumer gets a 
bargain or pays a premium when he collects stamps to turn in for mer- 
chandise. But it points out that stamps “are seldom given as the main 
reason for shopping at a particular grocery store.” 

It also found that the most active stamp savers are young married couples 
with two or more children and only average income. 


Tax Relief Smaller firms may yet win some tax relief from this year’s session of Con- 
for Small Firms gress. The relief, if it is granted, will come about through a liberalizing 
of accounting rules, rather than outright rate reduction. 

Permission for small firms to accelerate depreciation of their used ma- 
chinery is one of the several relief areas now under consideration. Others 
deal with more liberal rules on losses incurred on investments, long-term 
payment of inheritance taxes (now due immediately), and the option for 
small corporations to be taxed as individuals or partnerships, rather than 
taxed as corporations as is now the case. 

These four areas of much-needed relief are under active consideration 
in the Senate and the House. 

President Eisenhower is under considerable pressure from the Congress 
to offer some kind of tax benefits to small firms, particularly since he flatly 
refused to consider any lowering this year of the existing tax rates on 
corporate income, individual income, or excise taxes. 

There is no guarantee on the part of the Congress or the White House 
that any of the four tax “breaks” mentioned above will be enacted into 
law this year. Strong pressure from “grass roots” small business firms 
could force action, however. 

But any plans involving rate cuts will have to be postponed until 1958, 
under terms of an informal agreement between Democrats and Republicans. 


Clean Accounting President Eisenhower’s new demand for open financial records of labor 

for Unions unions is gaining strong support within Congress. In both the Senate and 

House, Democrats and Republicans alike are endorsing Ike’s call for clean 
management within unions. 

As a result, Congress may well write some crisp new laws this year deal- 
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Style 2104 
Country Squire 
Boot in soft, 
mellow Saddle 
Tan glove 
leather. 
Glove leather 
lined from 
heel to toe. 











Style 2101 
Black Ripple 
Sole Oxford 


Style 2102 
Tan Ripple 
Sole Oxford 


the only thing 
you'll like better 


than Yorktown’s greater 
value-giving is 


Yorktown’s 


THREE GENERATIONS OF FINE SHOEMAKING 


In every detail that goes into the making of a good shoe, Yorktown, as 
a matter of policy, delivers a plus value. The result: shoes which mer- 
chants can stack up against the finest footwear in the $10.95-$14.95 
class .. . to their advantage! Such shoes win customers on a showdown 
with competitive brands and, equally important, bring them back again 
and again for the steady business so necessary to success. 


IN STOCK 
to retail at $10.95-$14.95 
ADVERTISED IN LIFE AND ESQUIRE 





also makers of 
YORKTOWN SHOES FOR BOYS 


Write now for catalog or for salesman to call 
GARDINER SHOE COMPANY, INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
Gardiner, Maine 


NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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LUCKY SALES co. 


INCORPORATED 


cnc 


\ takes 
ANNOUNCING 
tion and 


pleasure I" 


the crea 
| yyrropuction oF 


ea _—— 


LEWI S rainhoots 24 he pies "Eg 


The ultimate in rainboots . . . designed for carriage trade tastes . . . frankly created 


for the woman who takes her fashion with a flair, and who insists upon nothing less than 


the finest and most exclusive. 


FOUR heel heights 
Beautiful, soft, clinging fabric-like finish . . . to fit every one of today’s 
embossed with richly sculptured moiré design. Many high fashion shoes . . . 


more equally elegant designs forthcoming! 
FLAT HEEL 


CLEAR SMOKE BLACK 
reinforced heels and soles . . deep, sharp, sure-footed tread < 2 oe | REGULAR CUBAN HEEL 


this extensive line, handsomely packaged, 
LOUIS HEEL 


at suggested retail of a. J (full fashioned Cuban 
aa for pointed toe, thin 
$9 30 (and up) Y hehe, tapered heel shoes) 


HIGH HEEL 


LEWIS RAINBOOTS are made exclusively by Lucky Sales Co., Inc. Also makers of world famous un Dene 


LUCKY SALES CO., INC. - LOS ANGELES, 941 £. THIRD ST. - CHICAGO, 1247 S. WABASH ~- NEW YORK, 37 W. 34th ST. 
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CHARLES R. ARMEY, DUXBURY 
AND ARRONSON BROTHERS, N. Y.| 


* 
BUY THE JOHN FOOTE SHOE CO., Big New E F 
MAP LARGE EXPANSION PLANS. xpansion 


Brockton, Mass., May 6. The Mea 
John Foote Shoe Company, — > or 
ufac Tr 


turers of Foote-Flex a 








a x 
Foote- Mates shoes, has been sold 
to Charles R. Armey of Duxbury, 

fo tive vice- 


Mass., former executiv eS . € 
president of the Howard & Foster + 
Co., and two New York brothers, 3 = 
Myron and Jules Arronson. ~ 
Plans for increased production, ~ ae a 
for the addition of new em- ai oe an 
and the restyling of many ; — ; 
i i were made -_ | 


’ 


known by the new president,| , A 
a \ | TE-MATES’ 
> \, c 








) The John Foote Shoe Co 


144 FIELD STREET 
June |, 1957 BROCKTON 68, MASS. 





Claine Me Cordell 


first top designer to enter the children’s shoe field, brings her fame and “‘fashion- 
with-function” philosophy to gay, sophisticated McCARDELLS. Here is a 


creator of the American Look and 


name that is magic with the mothers of your young customers in the 4 to 10- 


year-old set. Make the most of it! 


~ 


4 ; 
iia. * 


Write for complete 


McCardells information today 


NEW YORK—626 MARBRIOGE BUILDING *® DALLAS—590 MERCHANDISE MART 


LOS ANGELES—756 SOUTH BROADWAY © SEATTLE—224 TERMINAL SALES BUILDING 
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Lo JORDAN, special assistant 
to M. S. Wigginton, vice-president 
of General Shoe Corporation, Nash- 
ville, Tenn., says: 

“The majority of us will agree 
that the most important features 
that customers want in shoes to- 


day are: lightness, softness, flexi- 
bility, slim-trim lines, mellow leath- 
ers and always, good workmanship. 

“We need to take a fresh look at 
these features! 
have taken full advantage of all 
the new developments in lasts, pat- 


I question if we 


terns, materials and improved shoe- 
making methods. Many of these 
have been used in the newer con- 
structions. 

“The idea of one or two lasts for 
all types of shoes is a thing of the 
past. There should be special lasts 
for different styles of shoes .. . the 
basic last for plain toes and scuff 
tips; the loafer last for loafers; 
saddle last for saddle oxfords. I 


also recommend a boy’s medium 
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Talk a Trade 


toe last and a custom toe last to 
follow the current trend of men’s 
shoes. 

“There is no more important fac- 
tor in the shoe business today than 
patterns. It is important for both 
style and fit. The younger set’s urge 
to be like big brother and sister 
Some of the 
volume juvenile shoes are 


was never stronger. 
best 
copies of men and women’s types. 
This illustrated by the 
mother and daughter, father and 


is best 


son theme.” 


* * * 


NATIONAL SHOES’ little booklet 
“How to Care for Your Children’s 
Feet” ““Remember— 
with proper care, you can prevent 
or correct many childhood foot 
troubles and make sure your young- 
ster has sound feet in the future. 
“A few simple foot exercises right 
before bath time every day help to 
strengthen toes and arch. Encour- 
age walking around the room sev- 
eral times on barefoot toes. Have 
child stand on edge of box or stair 
and flex toes up and down. Make 
a game out of the exercise of pick- 
ing up a marble with toes. Child 
should try to pick up a marble with 


emphasizes : 





toes and then walk without drop- 
ping the marble. 

“There are six steps to take when 
buying shoes for your children: (1) 
Take your child with you. (2) Se- 
lect a well-designed last. (3) Select 
u well-made shoe. (4) Double-check 








the fit while the child is standing. 
(5) Make sure both feet are proper- 
ly fitted. (6) Don’t let your child 


wear outgrown shoes!” 


* * t 


Tere HAS BEEN a great deal 
of talk about graphite and medinm 
grays in apparel and shoes for the 
coming season and as a result, many 
manufacturers are putting greater 
emphasis on this color than they 
originally intended. 

Ruth H. K. Fries, fashion direc- 
tor for Amalgamated Leather Com- 
panies, points up the affinity be- 
tween furs and leathers as a start- 
ing point for colors and indicates: 

“Even the fur market is aware 
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of the importance of gray. For the 
first time in eighteen years, they 
have come up with a new color in 
Alaska seal—a new, subtle, blue 
cast of midnight gray which is 
named ‘Kitovi’ 
Pribilof Islands, 
grate in summer. Store promotions 
of the shimmering new slate color 
with silvery sheen will be limited 
and probably at top level only. 
Market observers describe the new 
grays as ‘blue gray or gray blue.’ 
It’s hard to say which. 

“Dark brown leathers will be the 


for one of the 
where seals mi- 


high fashion accent for all grays. 
Black, of course, is a natural ac- 
cent or complement.” 


* * * 


“Why MOAN AND fold your 
hands and watch the drifts pile 
up?” was the philosophical com- 
ment from Carl S. Hilliard, sales- 
man for the Fontius Shoe Company 
store in Denver. He was referring 
to the way he took the decade’s 
(Ed. note: 
Although it is now June and the 
prospect of snow is hardly immi- 
nent, we thought you might file the 
He said: 


“There was hardly a soul in the 


worst blizzard in stride. 


idea for future use.) 


store for two days so I took the 
opportunity of studying my custom- 
ers’ sales cards and I wrote to each 
one. Many were to customers liv- 
ing on the West Slope, in Wyo- 
Nebraska, etc. I received 
orders by mail and phone from at 
least a third of them and I more 
than made my quota for both days 
of allegedly ‘no business.’ ” 


ming, 


* * * 


THEopoRE SCHLESINGER, vice- 
president of Allied Stores Corpora- 
tion, New York in discussing “Op- 
portunities in Retailing,” said: 

“There is a job we must do of 
making the public more fully aware 
of what a retailing career has to 
offer... 

“We retailers are supposed to be 
salesmen. As salesmen we know that 
we must sell the positive attributes 
of our product — a career in retail- 
ing. The biggest thing that we have 
to sell is an idea which I think we 
are beginning to understand our- 
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selves and are therefore beginning 
to get across to the general public. 
I refer to the fact that a career in 
retailing is truly an exciting and 
stimulating challenge to an individ- 
ual’s abilities. 

“We all know the magic of retail- 
ing, the variety, the drama, the new- 


ness of challenges and problems, the 
intense personal satisfactions that it 
can provide. In a world of bigness 
and specialization, there are few 
other industries that can provide the 
immediate personal satisfactions 
that retailing does. 

“To a far greater degree in retail- 
ing than elsewhere today, an individ- 
ual can almost, from the start, ob- 
tain a feeling of being fully in com- 
mand of a business problem in all 
its aspects and of having charge of 
such a business situation from plan- 
ning inception to final fulfillment. 
The individual executive can have 
the satisfactions which normally 
only accrue to the owner of a busi- 
ness. This idea of proprietorship is 
present in retailing and is absent 
today to a greater and greater de- 


c 
: Maclin" 


"Yes sir... we're celebrating the Boot and Shoe Recorder's 75th anniversary.” 


Bg 


mont 


gree in other careers . . . . It seems 
to me that the kind of fulfillment 
available in retailing is not avail- 
able in most other industries in this 
era of bigness.” 


* * ” 


Bernice SHAFTAN, fashion di- 
rector and designer for the Hamil- 
ton Shoe Company of St. Louis, 
puts in a boost for shoe sales 
people and says: 

“I recently returned from a trip 
I stopped at 


several cities enroute and had a 


to the west coast. 


chance to talk with the selling staff 
in many stores. I found them to be 
an intelligent group, eager to learn 
and anxious to get information that 
will help them sell more shoes. | 
was impressed by the questions 
they asked—dquestions that showed 
fashion and de- 
sign. They indicated, too, a will- 


their interest in 


ingness to accept new fashion pro- 
vided they were given the reasons 
for the new idea. 

“We recently sent a fashion and 
promotion letter to the retail sales- 
people, as well as to the buyers. 
The fact that 
with enthusiasm emphasizes the 
importance of working more close- 
ly with the man or woman who is 


this was received 


in direct contact with the consumer 
at the point-of-sale.” 


WWW 


e 
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Wester 


Promotions aimed at the campus market have enjoyed remarkable 
success in recent years. Here is an unusual slip-on that offers great possi- 
bilities for this kind of promotion. Designed to capture the square dance 
market, this cordovan brown casual is a perfect coordinate to the teen- 
agers’ blue-jean, plaid shirt outfit. 

It is a happy blending of the cowboy boot and the Norwegian slip-on. 
Typical Norwegian details are the folded collar top line, the tongue and 
the scalloped sabot strap. It is made over a true cowboy last of oxford 
height. The stitching, parallel lines of red and yellow thread, is another 
cowboy boot detail, as are the pitched, slightly higher heel and the squared 
off, rugged sole. 


For further information, write Boot anp SHoE RECORDER 





Light and 


“SLOPPY” was once—not long ago—the theme for 
campus styles; at least on Eastern girls’ campuses. 
From head to toe they expressed their new found free- 
dom from parental, and perhaps fraternal, criticism 
and control. As one shoe man expressed it some years 
ago, their attitude was “Here goes for four years of 
uninhibited sloppiness!” And, from my observation, 
he was not exaggerating. On one such campus | was 
told the story of one professor with an 8 A. M. class. 
One morning, when he could bear it no longer, he put 
down his book and informed the young ladies that they 
need not attend his class—and in fact, there would be 
no class held—until they learned to comb their hair 
before coming. 

We all of us know, who followed the college trend 
during these years, that this untidiness extended far 
beyond uncombed tresses. Patched and discolored blue 
jeans, messy shirts hanging out in imitation of the 
boys, unsightly socks and more than unsightly shoes, 
were accompaniments. See these same girls waiting in 
the local railroad station or at the campus gates for 
departure on a weekend and the story could not have 
been more different. All this, of course, was the story 
of the campus where there was not the incentive of 
fellow masculine students to encourage prettier 
dressing. 


4 
— 

















weet 


“Campus Boot,” 


“Comfy.” 








“The Swagger,” crushed pig, crepe sole, lined. Golo. 
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Soft Is College Theme 


College Girls Will Step Lightly into Fall in the Softest, Most Flexible and 
Lightest Campus Shoes They Have Ever Known. Ties, Pumps and Stepins 
in New Treatments and Materials Give Variety to Lines. 


by ELEANOR M. RUTTY 


Well, today, something has happened to campus shoe 
styles which, we feel sure, will be encouragement for 
girls to look more like girls and less like the least 
attractive of the opposite sex. (We refer to clothes.) 
The shoes are still in tune with campus living but many 
more of them have a delicate look, aside from their 
lightness and softness. There is less rugged vamp treat- 
ment, fewer heavy soles. Instead, vamp treatments are 
daintier and soles, while resilient and suited to much 
walking, are very light. 








College Styles Follow the Trends 


You might say that the ballet shoe for street wear 
brought in the light, soft shoe for teen-age and older 
girls. Along with this, however, there continued to be 
the rugged college campus styles: the saddles and 
moccasins and Norwegian types that have gone on and 
on for so many years, before and after World War II. 
There are still these styles, some of them in their tradi- 
tional versions but so many more with changes thai 
have lightened and softened them. The change is 
natura land in line with styling in dress shoes. 

Chemistry has done more to change these shoes than 
any other influence. If the chemists had not developed 
new tannages to give us leathers that are plump and 
soft enough to be used in unlined shoes and soles that 
are cushion-y soft but light as air, many of these new 
styles would not be on the market for our college girls 
to buy. Probably the number one campus style today 
is the one-color bal oxford on the lightest of foam soles. 
Every casual, sports shoe line carries it in all-over 

[TURN TO PAGE 61, PLEASE] 




















Pony skin boot, genuine shearling lining, ankle fit. Mondl. “Alpine,” brushed leather, crepe sole. Lucerne, Viner. 
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by 


ESTELLE G. ANDERSON 


Above, left to right: 

Five Star Footwear’s swivel 
strap, copper penny trim and 
matching bracelet; Judy ’n’ 
Jerry in gray textured leather 
with jelly roll treatment and 
swivel; Ramblett by Billiken; 
One-strap with python underlay 
by Ephrata; Child's one-strap 
with scuff-proof tip by Buster 
Brown; Contrasting stitching 
and butten trim on red one- 

strap by Julius Altschul. 


Above, left to right: 

Five eyelet moc-front oxford 
by Little Yankee Shoemakers; 
Gray textured leather with 
smooth black by Dr. Posner; 
Classmates by Ideal. New look 
saddle oxfords—by Step Master 

and Child Life by Herbst. 


Left: 

Play-Poise “Shu-lok” for boys; 
Walled-toe Foot King by A. S. 
Kreider & Son, Palmyra, with 
“Shu-lok” and double deck 
welting; Cordovon blucher by 
Gerberich-Payne with black 
crepe sole; Dr. Posner’s 3-eye- 

let gusset type. 





Nchool Happih 


In a Diversity of Smart New Shoes 


You NGSTERS nowadays take their learning in stride and 
if that stride is in smart, new back-to-school shoes . . . so 
much the better. The rudimentary ABC’s are disposed of 
quickly for they are impatient to get to the three R’s. 
No longer does this combination stand for reading, ’riting 
and ‘rithmetic. In this TV, Hi-Fi, Jet age it is more likely 


Ivy League influence apparent 
in children’s shoes. Left to right: 
Sandler’s sweater top moccasin 
front casual; One of Vaisey 
Bristol’s Jills; Interesting treat- 
ment by Phyllis; Show-Offs by 
Ed White Junior; Blue Bon- 


net’s 2-buckle slip-on. 


to mean rock, roll and rhythm. Children are, for the most 
part, bright, precocious, alive and alert. They are more 
aware of the world around them than any other age has 
ever been. They react wonderfully to the new and the 
colorful. They have an innate flair for sensing and creat- 
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One, two and swivel straps as 
well as interesting vamps im- 
portant in girls shoes. Left to 
right: American Juniors, Lazy- 
bones by Juvenile; Kali-sten-iks 
by Gilbert; Edwards Shoes for 
Children; Pro-tek-tiv by Curtis- 
Stephen-Embry; Stride-Rite by 
Green Shoe Mfg. Co. 





Diversity in pattern, leath- 
ers and treatments. Left 
to right: Weatherbird, 
Poll Parrot, Red Goose. 


Dress-Ups by Alexis. 


Patterns that closely re- 
semble men’s shoe styling. 
Left to right: Lazy-Bones 
by Juvenile; Archer boy's 
welt by Friendly-Acrobat: 


Cordovan color Pro-tek-tiv 
in boy’s oxford; Wing tip 
Ruggies by W. L. Kreider 
of Palmyra; Novelty clo- 
sure blucher by Laconia. 


Left to right: 

Vickey Mouse piped moc- 
casin plug by Trimfoot; 
Smooth and grained leath- 
ers combined in bal plug 
oxford by Pied Piper: 
Welt oxford with ribbed 
crepe sole Fleet-Air by 
Eby; Boy’s grained leather 
oxford by Edwards; Olive 
sueded leather slip-on by 

V aisey-Bristol. 








MERCHANDISING 





The kifects 
(i The Style 


by BERNICE DECKER 


Pendulum 


Radical and Frequent Style Changes Have Had Their Effect on Retailers’ Buying 
Policies and Merchandising Methods and on Manufacturers’ In-Stock Service and 
Distribution Schedules. Concentration Has Now Become the Watchword. 


Tue changing style picture has made a radical impact 
on the shoe business. It has changed buying policies 
and patterns for the retailer. It has altered his mer- 
chandising methods. Manufacturers are forced to new 
distribution schedules. It has brought an almost uni- 
versa! increase in in-stock service. 

Concentration has become the watchword. For the 
retailer, this means concentration by lines. Within 
those lines it means concentration on a few lines of 
the best selling patterns. Within that structure, con- 
centration is by colors. The big spread comes in sizes. 
Depth within lines and for each selected top pattern 
is the goal. 


Manufacturers Also Concentrating 

Many manufacturers are also concentrating more 
than at any time in their history. They are doing so 
in fewer patterns for volume production. However, 
they are strengthening their in-stock departments for 
more complete coverage. Even with the most conserva- 
tive firms, in-stock shoes are not confined to the old 
established basics. They change from season to season 
and represent the current style trends. Also, they keep 
feeding new styles gradually throughout a season. 

This swing to concentration came about for various 
reasons. The vast range of styles and colors which has 
been offered to the retailer during the past several 
years was the main cause. Retailers found they were 
spreading themselves too thin. In the long run, their 
greatest percentage of sales was on a few patterns any- 
way. It’s true that these represent more styles than in 
the past. But no retailer can cover the entire style 
front. Retailers found that while they might have good 
style coverage, they were weak in sizes. 
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Style Changes Frequent and Radical 

Style changes have become too radical and too fre- 
quent. Retailers have to be able to change with the 
public preferences. They can’t forecast buying prefer- 
Stock 
turn is a common problem. Many retailers have learned 
This is 


limited to small operators either. An open-to-buy pro- 


ences. Nor can they finance heavy inventories. 


they need better planning schedules. not 
gram has become more important than ever before. 
Most retailers now refuse to make large-scale commit- 
ments as much as 90 to 120 days ahead. Many have 
cut their initial buys down to 40 per cent of their 
requirements. Sixty per cent is a high figure. Top 
fashion operators are going as low as 30 per cent. 
Some have indicated that they may go considerably 
lower. 

Complete coverage by styles, colors, and brands is 
important. It is the opinion of some of the best retail- 
ers in the country that this can be best achieved by 
concentration within a few lines, This means they buy 
lines of shoes, rather than shoes. Spot buying of a 
few shoes here and there, is discouraged. Concentra- 
tion by lines has these advantages. It assures even the 
small operator better service on deliveries, on fill-ins, 
on re-orders, on special orders. It means the retailer 
can keep close to his sources of supply. He is encour- 
aged to size up every week. He can also include over- 
all price coverage as well as by style. When he wants 
to increase his price coverage he can do it by adding 
a new line that fits into his price picture. 

This information is supported by reports directly 
from retailers all over the country. 
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a Innes 
S Spends Hall 





Tropical plantings, both inside the store and in 
the entrance lobby, give the newly-remodeled 
Innes’ store a cheerful, outdoors feeling. 


One of the most elaborate remodeling jobs in the 


history of retail shoe selling reached fruition in April 
when the new Innes store at 7th and Olive Streets, Los 
Angeles, opened its doors. An increase in selling space 
from 10,000 to 20,000 square feet, an expenditure of 
half a million dollars, the first shoe store escalator, a 
stock inventory of over 60,000 pairs—these are among 
the developments that make this one of the finest stores 
in the business. 


High-quality costume jewelry shop, with Ciro of Bond 
Street as concessionaire, provides unusual note. Department 
is said to be already showing excellent grosses. 





White marble facade and simple black lettering mark the 
front of the newly-remodeled Innes store at 7th and Olive. 


& 


Paul M. 
Seigel, president of the Innes Shoe chain. It 


Dynamo of the expansion is hard-driving 
was 
primarily Seigel and his firm conviction in the future 
of the area that led to the half-million 
expansion. “Like everyone else, I really thought down- 
town was through,” he says. 1954, I 
thought the right thing was to squeeze all you could 


downtown 
“As late as 
out of a downtown spot and wait for it to die. But 


then I got to checking figures and decided to try a 


Said to be the only escalator in the world used in a shoe 
store, the $72,000 moving staircase rises from directly be- 
hind the main entrance doors. 








Million in Los Angeles 


The First Shoe Esealator Is One of the Innovations in 


This Outstanding Modernization. 


stepped-up publicity and promotion program, In a 
year’s time this was the most important location in 
our chain. You don’t shoot a winning horse, so we 
decided to shoot the works on a winner.” 

Interiors and exteriors were designed to be as plush 
as a limitless budget could devise. The exterior is 
done in white marble, with huge expanses of plate 
glass. White marble and glass display cases lead from 
the sidewalk into the foyer. The foyer is separated 
from the first floor selling area only by sheets of plate 
glass set in metal mountings so small as to be hardly 
visible. The effect is enhanced by rich plantings of 


Inventory Is 60,000 Pairs 


tropical foliage both inside and out, making it hard 

to tell where the lobby stops and the store begins. 
The street floor is an exclusive men’s store, with large 

African back- 


grounds in untanned calf and marble, a collection of 


areas of roughly textured Jeweltree 
Javanese Devil Dance masks and heavy lJeather chairs, 
as in a fine men’s club. This department carries a 

stock of more than 10,000 pairs of men’s shoes. 
The $72,000 escalator rises from one side of the 
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Salesgirl suggests how nice a co-ordinated bag would be 
with the pair of shoes the customer has just purchased. The 
high-fashion section of the second floor at Innes’. 











ULY Weather Forecast 


§ 


Cool and Comfortable in the Northeast and Northwest, Hot in the 


Central States, Is Forecast for July. The South Central Area Will be Dry. 


THe weather outlook for July indi- 
cates cool and relatively comfortable 
northeast 


conditions in the extreme 


and northwest sections of the coun- 
try. Uncomfortably hot weather is 
forecast for the Mississippi Valley and 
States. the 


South Central region will be gener- 


Central California and 
ally drier than usual while wetter con- 
ditions are expected in Florida and the 
Canadian border states, from Wash- 
ington to Lake Erie. The following is 
a more detailed forecast, by region. 
of July’s weather. 


Area I: Northeast 

Most of the Mid-Atlantic States will 
be slightly hotter and drier than usual 
New 


Eastern Canada will enjoy compara- 


while Northern England and 


tively cool weather with near normal 
rainfall. Last July was cooler than 


normal and generally pleasant 


throughout the Northeast. 
few destructive storms hit this region. 


Relatively 
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Area Ii: Great Lakes 


the 
Lakes-Midwest region, including Mich- 
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igan, Wisconsin and Ontario Province, 
will be wetter and slightly cooler than 
normal. Southern sections will be hot 
and dry. Despite the dry trend in this 
southern area, humidity readings will 
still range well up in the discomfort 
zone, especially in the Mississippi 


Valley. 


Area III: Southeast 

Hot and dry is forecast for most 
of the Southeast. The only exceptions 
to this dry pattern are Southern 
Florida and the usual scattering of 
“wet spots” caused by heavy local 
showers. Last year, temperatures were 
very close to normal but rainfall con- 
ditions were so erratic that each state 
reported extremely wet and extremely 
dry areas. 


Area IV: North Central 


Montana and North Dakota will be 
wetter and slightly cooler than normal. 
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These exquisitely detailed 
shoes are by a new name in 
the Italian fashion firma- 
ment — Giovanni Auterio. 
Left, white silk perforated 
with hundreds of silver 
metal “port-holes” makes a 
gay shoe with slim silver kid 
heel and matching lining. 
(Right) Cemented mosaic 
leather strips make a rain- 
bow topline on a white calf 
style. Note the low cut and 
the swashbuckling bow of 
contrasting leather laces. 





Surface Interest Tue huge Milan Fair opened with so many footwear 


makers exhibiting that 40 firms had to show in cellar 
locations below the leather and shoe pavilion. Novelty 
Key Note at leathers gave color to a larger than ever tanners’ sec- 
tion, with over 30 producers exhibiting and fabric 


° * 
Milan Fair ae pe specialists showing a multitude of novelties. It is esti- 
mated that five million visitors saw the 32 nation fair. 
Not many American buyers were present. 
; ; Surface appeal was one of the dominant notes in a 
More than Sixty Italian Manufacturers wide range of leathers. One colorful line which sampled 


well was a furry slunk by Conceria Ticinia of Turbigo 


Showed in Shoe Pavilion. Novelty (Milan). It is a growing fashion item used for skirts 
and bags as well as bootees and after-ski casuals. Be- 

Leathers and Fabrics Featured. cause supplies of still-born calf are necessarily limited. 
slunk customers are also being offered larger calf skins 


with hair cropped. 
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The pointed toe appears in 
Italian slippers too. Jac- 
quard rainbow florals en- 
hance the exotic styling of 
this model with very low 
back and sides in gold kid 
matching the sock. By Stella 
of Valenza. Also by Stella 
is the glamorous sandal 
(right). Silk brocade straps 
are trimmed with silver kid. 
The buckle is in rhinestone- 
studded silver. 








ALL IN STOCK 


Take a basic PLAY-POISE ~ 
add genius... 
Result: 3 different 
look-alikes 
for 3-way profit! 





Take the U-Bal 
oxford in Grey 
Suede with Plaid 
Plug, Grey Crepe 
sole and match- 
' ing Grey laces... 


12%-4, ABCD 





-. AND, take the same 
ee wn ah ms basic shoe in the new 
basic’ in popular fall Red — also with 


Black Buck matching laces and 
‘ Crepe Sole... 
—_ 6%-8, BEDE, 


sole, 12%-4, $3 5 5 
ABCD — $4.70 : 


Also in White 8-12, BCDE 
Buck with Red 12%-4, ABCD. 
Crepe sole $4.70 





by VIRGINIA SHOE COMPANY, 
FREDERICKSBURG, VA. 
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Accent on Youth... 


Egbert’s Shoes, Bozeman, Montana, Dodged the Style Problem 


by Concentrating on Young People Up to Twenty-five Years Old. 


a 


Egbert’s does a volume of over $83,000 with a 40 per cent mark-up and 
a turnover of 24%. The store merchandises intensively for young people. 


Accent ON YOUTH— in merchandising and in store 
personnel—pays top dividends for Egbert’s Shoes in 
Bozeman, Montana. Nearly 80 per cent of the store’s 
customers are one to 25 years old, The entire pro- 
gram is built around this ever expanding young people’s 
popular priced market. A 40 per cent mark-up is 
maintained and stock is turned two and a half times. 
The sales volume in 1956 was slightly over $83,000. 
The capitalization is $25,000. 

Egbert’s had previously been a conservative type 
family shoe store. However, the era of price, color 
and style forced a change in this basic policy. The 
program was worked out by Mr. Egbert who points 
out that the rapid changes in shoes today meant it was 
no longer possible to depend on the time-honored mer- 
chandising formula of selling basic shoes and getting 
repeat business on identical styles and sizes. “I was 
forced to adopt a sales policy that would not require 
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additional capital,” he explains. 

Mr. Egbert has been manager since 1949. He and 
his mother make up the current partnership of the 
firm, which was established in 1929. 

Mr. Egbert decided to merchandise to age groups, 
not by categories. He did this because he believes each 
generation has different buying habits. “Our nation 
has undergone tremendous changes and each succeed- 
ing generation has grown up under different economic 
conditions that still govern their habits.” 

He also surveyed his local market. Bozeman has a 
population of 12,000. In addition, 3000 students attend 
Montana State College. 
30,000. 

“Although I’m 39, it is easier for me to sell to and 


The trading area exceeds 


work with young people. Therefore my new merchan- 
dising plan had a personal reason. 
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to outwear the toughest little customer! 


the exclusive new SOS 
earmore 


Another Red Ball First— the Wearmore has been 
specially developed by Ball-Band to outwear and 
outperform any ordinary canvas shoe. Top to sole, 
it is, we believe, the most rugged outdoor play shoe 
that ever climbed a tree. We saw to that by wear- 
testing it for months under punishing conditions. 


Check these exclusive features: 


® Dura-Kool Uppers— 

this treated fabric breathes better, wears longer 
and washes easier than any other shoe fabric. 

® Sta-Kieen iInsole— 

non-absorbent, sanitary. 


® Amazingly Tough Sole— 
new molded material. 


This new Jets Wearmore has success written all 
over it. Kids love it, parents approve it, and you'll 
sell it—right and left! We have it in stock. Write or 
wire us so your Red Ball Salesman can show you 
samples. Or send us your order now, DEPT. R., 
for immediate shipment. 


In Black, Blue, Brown, Red. 
Juniors 12%-3, $2.40. Childs 5-12, $2.20. 


Regular terms. (Prices and terms subject to change without notice.) 


Red Ball @39 Footwear 


by Ball-Band, Mishawaka, Indiana 
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Florida Forecasts 
Big White Season 


WHILE the spectrum is being covered 
in Miami to make the spring footwear 
,picture a burst of glory, it is still defi- 
‘nitely a white forecast. Last years 
whisper of white has grown to king 
size proportions for both daytime and 
evening wear. This is most noticeable in 
the accessory picture; big collars, cuffs 
and capes of white. A white shoe adds 
the last touch of elegance to any cos- 
tume. 

There are a lot of dainty pastels being 
shown, as well as the jewel tones of 
garnet, sapphire and ruby. And many 
whites are touched with color, often 
in a material combination but most 
likely in a decorative motif—stitching, 
bows, brooch, buckle or tie. 

Straw is very popular and is sure to 
continue throughout the season. One 
has a carved wood heel and the toe 
decorated with ¢@ bow of straw. Hand 
woven raffia from Italy, trimmed in 
fringed straw rosettes, has been popu- 
lar, and so are some high styled, high 
heel, dress slings. These straw shoes 
have come away from the popular low 
priced lines, and sell for as high as 
$20. 

An interesting shoe in the $26.95 
bracket is a lacy suede pump. It is as 
delicate as Italian lace. Another shoe 
that has become popular and is ex- 
pected to go well into the summer is 
of a soft peekaboo pigskin; flexible as 
a glove and very smart in white. 

There is not so much emphasis being 
placed on fancy heel decorations, but 
some of the shops are selling them. The 
bare, open look is still in the top sales 
bracket. And it is selling in everything 
from colored canvas to vinyl; straw to 
patent. “Flats” are no longer in the 
“sloppy Joe” category, but are really 
smart and high styled, as well as com- 
fortable. 

Floral silks are being made into at- 
tractive shoes and are quite popular. 
Fabric and leather combinations are 
active in men’s shoes. Such combina- 
tions as antique gold silk and ivywood 
ealf are popular. 

For the doll carrying set strapped 
black patent or white kid is still the 
most popular. They are copying moth- 
er’s pointed toes to a modified degree, 
and their pancake heels are stylishly 
rounded on an Italian last. 

Something to think about: Oxfords— 
they are due for a revival in the near 


future. 
* ok * 


New York City 
Summer Sales Rise 


SHOE retailing in New York City 
was “good, fair and middlin’,” these 
past two weeks. Opinions varied. Some 
shoe retailers reported that although 
there was no mad rush to buy, business 
has been good. Others indicated that 
they were happy and satisfied with 
the amount of traffic in their stores 
and the actual buying by their custom- 
ers. 

The weather was cooperative, for the 


June |, 1957 





Review of te Retail Trade_ 


wii 





most part. Then, too, the Decoration 
Day holiday .. . this year lengthened 
into a four-day week-end for many 
people . . . meant that summer was 
officially here. And with it, the need 
for summer shoes and apparel. 

Retailers indicated that customer re- 
action to summer shoes was very 
satisfactory. The question of price 
was never at issue. Rather, it was a 
matter of having what the customer 
wanted in precisely the style, color, 
material and heel height. 

Women were buying their summer 
shoes early. Whites, in leather and in 
dyeable materials . . . silks in stripes 
and prints .. . multi-colors and straws, 
nylon mesh . . . were all reported to 
be selling well. There was a good deal 
of interest in and purchases of spec- 
tators in all of their new versions. 

Promotions ranged from evening 
shoes to flexible, comfortable walking 
shoes ... to shoes “to lounge around 
in” either indoors or outdoors. Some 
of the typical promotions included: 
“Breeziest transportation ... in natu- 
ral woven raffia.” “The perfect white 
pump ... in slippered silk . .. to go 
with your flowering silks.” “Summer’s 
newest shoes . .. the printed surahs!” 
“It’s summer and the walking is easy 

in nylon mesh casuals.” “Country 
club elegance in spectator - trimmed 
white punched pig.” “Soft, soft pumps 


‘antl 


Oh... 
Look what 


Palter de Liso 
is doing to heels! 





léth St. at Stowt—TA. 5-331! 


Be sure to watch the 10 P.M. News, KOA-TY 
Brought to you on Thursdays by Gene-Downs 


and ornament. 


Solid aluminum heels covered with 
unusual decor for a practical-eod-pretty 
shoe epproach to spring. 


b. White snow 
leather with real 


gold springs on 
¢. White Tal silk with heel and ornament. 
multi 


color plastic 
Pagods heel. 


All priced at 39.95 


“The Store With the Shadow Box Windows” 











Aluminum heels, covered with plastic or 
with real gold springs. Palter de Liso 
Gano-Downs, Denver {3 cols.). 

















are walking wonders.” There were also 
“flats designed especially for 
Bermuda shorts.” “The flash spec in 
white with color.” 

Shoe retailers are of the opinion that 
prospects for business in the weeks 
ahead are good. 

* a * 


Whites in Detroit 
Dominate Summer Sales 


RETAIL shoe sales this spring fulfilled 
the fondest expectations of merchants 
in the greater Detroit area. April busi- 
ness was well ahead of a year ago in 
almost every instance. Retailers re- 
ported that by comparing sales figures 
on the corresponding weeks before 
Easter for last year against this year 
the figures show an encouraging in- 
crease for 1957. 

Black patent led in women’s dress 
shoe sales, closely followed by “flax” 
calfskin. Pebble patent sold extremely 
well in the high-fashion catagory — 
there was not nearly enough to meet 
demand. The closed pump with modified 
tapered toe and pencil-slim heel was 
best seller for most retailers. And sales 
reflected women’s preference for pumps 
with bows. 

In girl’s and misses departments, 
black patent pumps were sales leaders, 
although “flax” in misses dress-ups 
proved popular. White, and some pas- 
tels, in dressy styles sold in the smaller 
sizes. Best sellers in the boy’s lines were 
2 and 3 eyelet tie and slip-ons. 

A period of unusually warm, sunny 
weather immediately after Easter 
sparked sales on summer wearing ap- 
parel. Women’s shoe departments are 
Teaturing a wide variety in summer 
footwear. White is the dominate color— 
and broadtail in white is being pro- 
moted by several stores. Reminiscent of 
the 1920’s are the slender, tapered 
styles in white trimmed with a color, or 
with several colors. Many variations of 
the spectator are being shown and 
bought. Straw flatties and high-wedges 
are displayed with matching handbags. 
And one of the best-selling casuals is a 
tlattie slip-on in “flax” colored punched 
pig. 


* * * 


May Tops Last Year 
In St. Louis Shops 


been 


retailing has definitely 
good in St. Louis during May. Retailers 
say that both dollar sales and pairage 
are up over this month last year. 
Increases can be attributed to heavy 


SHOE 


selling of these types: rubber soled 
canvas playshoes for all age groups; 
white skimmers and mid-heel pumps for 
teens; men’s slipons and three eyelet 
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ties; women’s pumps at reduced prices; 
small children’s elk barefoot sandals. 

Rubber soled play shoes of canvas 
are selling well in outlying and county 
stores, where dealers report many mul- 
tiple sales. Most of the canvas shoes 
sold are of the skimmer variety for 
women and misses, and rainbow-bright 
oxford types for youngsters. 

Teenage girls are buying black or 
white skimmers and low cut shells. 
First choice for graduation is a mid- 
heel, closed toe and heel white calf 
pump with modified taper to the toe. 
Black and white saddles currently reign 
supreme with high school boys. Red 
soled white bucks are running second. 
White smooth pumps, one straps and 
swivel straps are all moving moderately 
well for small girls. 

Men’s business in May was listed 
everywhere as good. Continental styling 
is wanted, mainly in black highly pol- 
ished calf. Patterns featuring ventilated 
uppers are selling well. Dealers report 
that male customers consider this type 
of footwear several notches cooler than 
patterns using a shantung plug. Woven 
straws and leathers are promotional 
still. Men are buying canvas playshoes 
in volume. 

In women’s dress shoes, special price 
sales played a big part in the heavy 
selling which hit St. Louis department 
stores in May. Prices were reduced 15 
per cent, 20 per cent, and even more 
for some brands. In each case, reduced 
shoe prices tied in to storewide anni- 


versary sales. 
= ” * 


Chicago Shoe Men 
Expect Healthy Summer 


SUMMER shoe selling has come into 
its own in Chicago. This section has 
been plagued by inconsistent weather: 
hot and cold temperatures and pro- 
longed spells of rain. However, business 
has been good and most shoe men ex- 
pect a healthy summer season. Beiges, 
tans, and naturals have dominated but 
are beginning to give way to whites. 
Spectators have some response, casuals 
are active. 

The prolonged cool weather reduced 
inventories of patents, blues, and even 
some black calf. This is important be- 
cause it makes room for second orders 
of summer shoes. 

Pointed toes make the most news. 
However, early summer business has 
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been so scattered that the complete 
story hasn’t been written. More open 
than closed shoes are being sold at 
present. 

Spectators are still a question, al- 
though they seem to be doing well in 
high fashion quarters. The beiges, tans, 
and naturals have been early leaders. 
White is just beginning to show real 
volume. It has been helped by gradua- 
tions and weddings thus far. From now 
on, shoe men expect weather to do the 
rest. 

There has been good interest in fab- 
ric shoes, especially silks. These have 
been better accepted in dark prints or 
dark solid colors. White and natural 
straws have also accelerated in the 
past 10 days. 

There has been some activity in cas- 
uals. They are expected to reach their 
peak this month. Early interest is in 
the milan straws, punched pig, and 
soft smooth and textured leathers. Ny- 
lon meshes and laces in walking in 
comfort types are reaching volume, 
with preference for dark shades. 

Shantung and calf combinations pro- 
vide a boost for the men’s business. 
Nylon straw or mesh and ventilated 


combinations are also active. 
> 7 * 


Whites Take Early Lead 
In Boston Shoe Stores 


DEMAND has shifted sharply to whites 
in Boston’s retail shoe outlets. Most 
stores report that white is the leading 
color in women’s dress shoes, having 
moved into the Number 1 position 
during the third week in May. In 
patterns, however, pump types continue 
to be the favorites. Summer casuals 
have also contributed to the healthy 
volume of business. 

White, beige-tones and navy blue, the 
last a hold-over from earlier spring, 
were given as the three best-selling 
dress shoe colors at the main store of 
the Thayer McNeil Company. Pumps, 
it was said, were the leading pattern. 
The color story was said to be different, 
however, in wedge heel casuals in which 


Pappagallo’s 
PORTHOLE 
PUMP points 
the way in 
pure silk! 


16.95 


Elegant little Italian silk pump with 
wery fashionable tapered toe, curvy 
Lowie heel... keeps you cool and 
collected through summer with a 
peppering of portholes! Lovely in 
black and white, dyeable in @ 
choice of colors, 1.50 extra. 





This ad uses a direct clean approach to 
Pappagallo silk pump promotion. Frank- 
lin Simon, Baltimore (3 cols.). 


the demand centered on multi-colors 
followed by white and the beige family. 

E. W. Burt Company reported white, 
navy, the beiges and red as the four 
best selling colors in that order in both 
dress and casual shoe types. Dollar 
volume for the spring to date was said 
to have been from eight to ten per cent 
ahead of the same period in 1956. 

Combinations of brown and white 
have been selling ahead of all other 
colors in the department store of R. H. 
White Company. Straw colors have been 
in second place with white, blue, black 
and red following in that order. The 
demand for wedge-heel casual types, it 
was said, “has been terrific.” 

Kays-Newport has two Boston stores, 
one on Tremont Street in the downtown 
shopping section and another in the 
Back Bay area. Both have found white 
to be the best color in both dress and 
casual shoes. Spring and early summer 
business to date has been “well ahead” 
of last year’s figures. Following white 
in the dress shoe category are black 
patent, members of the tan family and 
navy blue. Trailing white in casuals, 
although close behind, are the neutral 
tans and straw colors. 

Other stores told much the same 
stories with some commenting that re- 
orders already have been placed for 
shoes which normally do not achieve 
any great volume before the first of 
June, or even later. 


* * * 


Los Angeles Reports 
Strong Summer Selling 


RETAIL sales are at least as good as 
a year ago this time; some stores re- 
port them to be better. Summer fash- 
ions are selling well in spite of cloudy 
and overcast weather during May. In 
men’s shoes, practically everything fea- 
tures moccasin toes and French seams, 
while the ladies are buying heavily in 
whites, perfs, and straws. 

Weather during the month of May 
followed the usual Southern California 
pattern; cloudy and overcast, with 
promise of rain that is never fulfilled. 
It didn’t seem to hurt buying as much 
as in previous years, many retailers 
reporting increases of five to seven 
per cent over a year ago. It didn’t 
hurt demand for summer fashions, 
either. Raffias, straws, and perforated 
shoes moved strongly. 

There is a definite trend toward the 
covered-up look. More shoes with closed 
toes and heels are seen than in many 
semesters past. It ties in with the 
“ultra genteel” look that keynotes all 
of the current ladies’ fashions. Shown 
in soft pastel shades of beige, very light 
tan, vanilla, and combined with long 
tapered toe, it gives soft feminine 
gracefulness to even a clumsy foot. 

There is still much demand for the 
opposite extreme; shoes so open as to 
be hardly shoes at ali. Sling or strap 
pumps, some with T-straps, completely 
open at heel and on sides, with only a 
brief vamp, are in demand. Spectator 
pumps with 23/8 heel, very slim taper, 
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That’s not the whole story either . . . this rugged, new ma- 
chine is designed to give you continuous “trouble-free” opera- 
tion. Just flip the switch and let it run — chases lasting 
wrinkles from shoes both on and off the last. 

The new Heat Blower has been performance-tested — op- 
erated without “shut down” for 31 days and nights then com- 
pletely dismantled and examined. Each unit of the machine 
was found to be in perfect condition . . . reasons why over 300 
of the new Heat Blowers now in everyday factory use have 
required practically no maintenance — even those operating 
for over a year. 

For an “in factory” demonstration, call or write your 
nearest United office. 


UNITED SHOE MACHINERY 
CORPORATION 





FEATURES 


@ Heavy-duty shock-resistant Calrod 


heating unit capable of continu- 
ous operation. 


Brushless 1/12 H.P. low speed 
induction type motor controlled by 
heavy-duty electric switch com- 
plete with pilot light. 

New air flow principle, complete 
with 8-inch diameter aluminum 
fan, minimizes heat loss — de- 
livers a constant uniform flow of 
hot air concentrated where de- 
sired. 


Stainless steel internal tubes elim- 
inate corrosion under heat. 


SPECIFICATIONS 
Single phase, AC 60 cycle, 115 
volts 
Height 15%” — Width 9” — 
Length 27%” 
Net Wt. 46 lbs. Crated Wt, 
65-70 lbs. 


BOSTON, MASSACHUSETTS 
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WHICH IS THE MOST IMPORTANT 
LEG ON A 3-LEGGED STOOL? 


Tuere is no one “main” leg on a 3-legged stool. 


Each is equally needed to give balance and stability. Together 
they must stand as a unit or the stool is useless. 


And that’s how it should be in this shoe industry of ours. Es- 
pecially when we’ve got a must-be-done job to do—like get- 
ting the big story of shoes and shoe values over to the public. 
When we talk about the “shoe industry” just what or whom do 
we mean? The manufacturers? The retailers? The suppliers? 
Labor? Or, maybe, just a couple of them together? Is one 
group more important or vital than the others? 


The fact that we may be competitors or buyers and sellers of 
each other’s products and services is no cause for working 
or living apart. We’re a team, a well-knit family—or we’re 
nothing. 


Sure, we’ve got differences. But one difference we haven’t 
got—the common aim to get more people to buy and use 
more shoes. 


So despite these healthy differences, let us not make the fool- 
ish mistake of trying to lower the three-legged stool by short- 
ening only one leg. The equal, joint effort of each segment 
of the shoe industry is needed to fulfill the responsibility we 
all have as an industry team to inform the public about shoes 
and shoe values. 





Second in a series by 


THE BOOT AND SHOE WORKERS’ UNION, AFL-CIO 
John J. Mara, Pres. 246 SUMMER STREET ¢ BOSTON 
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New England 


PRODUCTION in New England shoe factories has been 
stepped up sharply. To limited orders placed during the 
Popular Price Shoe Show have been added much larger 
ones placed since that time and it now appears that the fall 
run will be better than expected. Certainly, few pessi- 
mists can be found. Executives of companies making men’s, 
women’s and children’s shoes are almost unanimous in 
their belief that total volume for the coming season will 
equal that of last year and may exceed it by a small per- 
centage. 

Only fly in the ointment is the inability of women’s 
shoe manufacturers to get all the pointed and modified 
taper toe lasts which they need to fill orders on hand and 
in prospect. Not only does it take time to make lasts 
but also there is a shortage of the wood of which they are 
made. Even with that handicap, however, it is estimated 
that between 30 and 35 per cent of women’s footwear for 
fall will be made over new lasts—a percentage wuich 
might be even higher if lasts were available. Realization 
of this condition by big buyers is believed to be the rea- 
son for the size of orders placed to date. 

Not all orders received by New England factories, of 
course, have been for fall shoes. Contributing to the vol- 
ume have been re-orders on summer shoes for which the 
demand has been early in most parts of the country. 


Chicago 


P RODUCTION schedules on fall shoes are underway, the 
result of shoe shows all around the country. First shoes 
to go through are those scheduled for June and July de- 
livery, light weight darks, a few light colors, known as 
transitional shoes. 

Commitments by volume buyers are running about /nor- 
mal with completions ranging from 50 to 75 per cent. The 
remainders are held for reorders and size-ups. Fashion 
stores are a bit slower. There has been a general trend 
to request earlier deliveries on some fall shoes—as early 
as June. Some buyers bought approximately 25 per cent 
of novelty fall shoes for June and July delivery. Several 
have increased their open-to-buy on some novelty units. 

The healthy order situation is based on the facts that 
inventories generally are clean and that some farming 
sections have improved their economic status. The gen- 
eral outlook is for increased summer and fall business. 
Predictions range from 5 to 15 per cent. There is also a 
growing tendency to trade up, with a number of stores 
moving into higher price brackets. 

This is reflected in volume outlets as well as smaller 
stores. It is being done in mail order houses, chain stores, 
department stores, and surplus stores. The latter, inci- 
dentally, have recently expanded shoe operations with 
branded and unbranded lines. These are in addition to 


their job lot and cancellation stocks. 
Tapered toes are probably no longer news. But what 
is happening is confirmation of widespread predictions. 
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Firms report that all of their accounts have ordered tapered 
toes to some degree. One fashion account bought 80 per 
cent needle, 20 per cent modified tapered. One large mid- 
road department store has ordered all pumps on the new 
narrow lasts, 80 per cent modified, 20 per cent extreme. 
Mail order houses, which buy 6 to 8 months ahead, are 
going heavy for the modified tapered toes. 

The general concensus is that it’s here to stay, and in 
for a long run, perhaps as much as six years. 


St. Louis 


SHOE manufacturers in St. Louis have orders on hand to 
maintain steady production for some time ahead. Prospects 
for early cutting on fall patterns is good, especially for 
women’s houses. These fall shoes are transition patterns 
for the most part, scheduled for August delivery. 

A survey shows that reorders on whites are holding up 
well, and producers are meeting deliveries on these im- 
mediates. 

Orders written at the St. Louis Show were reported as 
up over previous years. Attendance was up and buyers 
were very interested in fall patterns. The Dallas and 
Atlanta shows reported the same trend. Weather in Dallas 
was excellent and traffic heavy in spite of receding floods. 
Even retailers from small conservative outlets, manufac- 
turers say, are going into the pointed toes to limited 
extents. These extents range from 15 to 25 per cent of buy. 

In women’s pairs, early orders list black as top color of 
course, in suede, calf, fabrics and combinations. Town 
brown is definitely ahead for dressy type shoes, with the 
lighter browns leading for spectacular and casual types. 
Interest in gray is reported as spotty. 

The silhouette for fall shows slender pumps predomi- 
nant. Many are decorated with bows running the gamut 
from very fluffy to very flat. Heels are thin in both high 
and mid-high ranges. The newsworthy silken or lustrous 
look, pointed toes, refined detailing, and the appeal of the 
new slenderness promise an excellent fall selling season, 
wholesale and retail. After all, milady is getting something 
really new in footwear. 


New York State 


THE shoe manufacturing picture is generally favorable, as 
far as New York City is concerned. Manufacturers indicate 
that business is good; and they have steady production to 
substantiate it. At the moment, their biggest problem is 
trying to meet delivery schedules. Many of the orders are 
for size-ups and therefore specify immediate delivery. At 
the same time, the majority of the manufacturers are work- 
ing against time to get the dark summer shoes ready for 
shipment to the stores by the end of the month. 

Upstate New York shoe manufacturers regard the late 
spring and summer outlook as normal and express consid- 
erable confidence that fall business will show increases. 

Warm weather after Easter helped retail sales, althou 
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FOR YOUR PROFIT. 
feature BASS 


in “back-to-school” promotions 
5 


WELT OXFORDS 
WEEJUNS* 
WEEJUN* TIES 

















No. 734. Bass Weejuns*. 
Brown Antiqued, Double 
Leather Soles; Leather Heels. 


No. 6175. Black Antiqued 
Weejun* Tie; Double Leather 
Soles and Heels. 


No. 1553. Pearl Elk Saddle 
Oxford; Black Calf Saddle 
and Back Stay; Black Cush- 
N-Crepe Soles. With Tan 
Saddle, No. 1536. 


No. 2784. Ranch Boot of 
Hunting Leather; Cush-N- 
Crepe Soles. Also available 
in Sand Suede, No. 2741. 


*T. M. Reg. 


Bass Outdoor Footwear 
your “‘best buy” for school 


G. H. BASS & CO., Dept. BS6, Wilton, Maine 
658 Marbridge Bldg., N.Y.C. |, N. Y. 


July Weather Forecast 


[CONTINUED FROM PAGE 48] 


Farther south, especially in Kansas and Missouri, condi- 
tions will be hot and dry. A similar temperature pattern 
occurred last year but precipitation was highly erratic and 
destructive. Hail damage totaled several million dollars 
in this region. 


Area V: South Central 


Hot and dry—even hotter and drier than last July—is 
forecast for most sections of the South Central States. 
Temperatures are expected to average as much as 6-7 
degrees above normal. Although a few isolated “wet spots” 
due to local showers can be anticipated, statewide rain- 
fall will seldom exceed 50 per cent of normal. 


Area VI: Northwest 


British Columbia, Washington and the coastal sections 
of Oregon will be wetter and cooler than normal. This 
forecast is in reverse of last July when conditions were 
warm and generally dry. Mountain and coastal areas of 
this region are among the mest pleasant in the country to 
escape the summer’s heat and humidity. 


Area VII: Southwest 


Relatively heavy shower activity is expected in the South- 
ern Rockies. Generally, however, conditions throughout 
most of the Southwest will be even drier than usual for 
July. Temperatures should range from near normal in 
California and Nevada to as much as six degrees above 
normal in the eastern sections of New Mexico. 


Proud of Being a Clip Joint 


Pompano Beacu, Fta.—“We're Proud of Being a Clip 
Joint” is the beast of The Beach Pomp Bootery in this 
resort community. The pride is based on the store’s col- 
lection of several hundred different styles and of decorative 
clips for shoes. 

The clips began as minor accessory items with a few 
styles. However, the demand was so great and they have 
sold so well, that additional styles were added. One sec- 
tion of the store, with a large show case area, has been 
set aside for them and frankly named “The Clip Joint.” 
At first the clips were confined to conventional styles. How- 
ever all possible supply sources are now used. In addi- 
tion a number are custom made by local women. 


The clips are available and suitable for any style shoes. 
The collection is especially heavy in clips for straw shoes. 
The store does an outstanding job on imported and domes- 
tic straws in novelty casuals, in flats, and in dress shoes. 
For the casuals, Seminole Indian and Mexican dolls have 
proved especially popular. So have large gaudy flowers. 

Also in demand are large butterflies made of net, pea- 
cock feathers, umbrellas made of feathers, shell clusters, 
and flowers of all sizes. 

The clips are promoted not only for wear on shoes but 
for dresses, handbags, in the hair, etc. They are displayed 
in this manner. This has included large roses, orchids and 
other flowers. There is a high percentage of sales of clips 
per shoe sale. Prices range from 75 cents a pair up to $8 
a pair. Many customers buy several pairs at a time. Re- 
cently one customer bought $43 worth in addition to sev- 
eral pairs of shoes. She also came back the following day 
and spent an additional $18 for clips. 
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The Effects of 
The Style Pendulum 


[CONTINUED FROM PAGE 45] 


One of the largest urban chains in 
the country switched its buying policy 
during the past year. The number of 
styles has been reduced considerably, 
but there is greater depth in these 
styles. Initial commitments have also 
been cut as much as thirty per cent. 
New orders are on the basis of public 
acceptance of styles. If there is a 
switch the chain is able to swing with 
it. If it is important, the firm stands 
ready to meet the demand. At the 
same time, there is no heavy inventory 
to curtain buying. This policy has 
been especially radical in the chain’s 
men’s department. 

Department stores are also concen- 
trating on fewer patterns but greater 
size runs. One large store with four 
suburban branches had considerably 
fewer patterns this spring than last 
year. In fact, the buyer informed the 
writer that this was the smallest num- 
ber of styles in recent years. It was 
effective. It permitted the buyer to 
keep close to the stock of all his re- 
sources. His entire spring operation 
was based on concentration. This 
meant that the department and 
branches were always assured of hav- 
ing a complete run of sizes of any 
shoes advertised. The department fin- 
ished the season with one of the clean- 
est stocks on record. During the 
period several new styles were brought 
into stock, which helped spur _busi- 
ness. This could not have been done 
if buying commitments had extended 
beyond 60 to 90 days. 

This buyer is firmly convinced that 
this will continue to be the buying 
pattern. He believes that it will mean 
more pairage for the manufacturer. 
He cites, as an example, the per- 
formance of seven patterns which 
turned out to be the best selling styles 
for one particular line. He bought 16 
to 18 runs of shoes in each. This 
meant an average of 100 pairs or better 
per run. Every color was_ repre- 
sented but not in all patterns. Since 
this tended to be a repeat business, 
with fill-ins every week, there was a 
constant flow of orders into the fac- 
tory. He believes there were consider- 
ably more orders in total amounts 
than there would have been had the 
styles spread been greater. 


Only Three Lines 


One of the largest and most suc- 
cessful department store operations in 
the country does all of its women’s 
business on 18 lines. One department, 
its largest and most active, does all of 
its business on three lines. In each 
category there is complete coverage by 
style, color and size. The entire depart- 
ment also presents a wide price pic- 
ture. 

This store, as do most department 
stores, maintains a 45 to 60 day open- 
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to-buy policy. Shoes are bought with 
the intention that they must move 
within four to six months. Any 
shoes remaining beyond six months are 
marked down, and marked down to 
sell. This buyer points out that the 
style picture changes so rapidly that, 
with the exception of a few staples, 
any projection beyond the period is 
dangerous. The day of keeping shoes 
from a year to two years is gone, he 
insists. He makes a point of the fact 
that the first mark-down is_ the 
cheapest. 

The merchandise manager of an- 
other large department store takes 
the following position. He believes 
that manufacturers should revise their 
method of getting new styles to the 
retailers to keep up with the revolu- 
tion in distribution that has already 
taken place in the ready-to-wear field. 
He is convinced that, more and more, 
shoe manufacturers will have to bring 
out an increasing number of new 
styles each month rather than just at 
the start of a season. Ideas should be 
fed to the retailer as they develop. 
They shouldn’t be held until a new sea- 
son or for a new line. 


Small Operation Also Affected 


These changed policies are not 
limited to the large cities or to volume 
operators. The owner of a family 
shoe store in a medium sized middle 
west town reports that he is now buy- 
ing fewer lines of shoes. But he has a 
greater range of sizes. On his initial 
buy, he tries to work out a fair balance 
as to style but complete coverage as 
to size. He then depends on his addi- 
tional buys to fill in with new style 
developments. These additional buys 
may be as many as two or three dur- 
ing a season. This is in addition to 
weekly size-ins. He has also just 
started a program of extending and 
prolonging shipments of shoes over a 
period of four to five months. He 
realizes that this presents a problem 
for his resources. However, he is 
now concentrating his major pur- 
chases as follows: He limits his cov- 
erage for women’s shoes to three lines, 
with a few spot purchases of extreme 
novelties. He has but one resource for 
children’s shoes, and two for men’s. 

The owner of a chain of stores in 
small towns ranging in size from 5000 
to 7000 in the central and southern 
states emphasizes the importance of 
buying guides. He is buying at shorter 
intervals than ever before on extreme 
style merchandise. - He has reduced his 
initial buys-of basics, but sizes them 
every week. 

The following is what the operator 
of a half dozen leased women’s and 
children’s shoe departments in ready- 
to-wear stores in Minnesota has to 
say. He buys as far ahead as neces- 
sary, but these buys are being re- 
duced all the time. He reports that 
his shortened buying periods have in- 
creased his department’s over-all vol- 


ume. He has had 15 per cent increase 
in sales and a reduction of five per 
cent in inventory. He buys fewer shoes 
on initial orders, but he reorders fre- 
quently. Thus he is able to fill in on 
the best selling styles. He is also able 
to bring in new styles during the year. 

He points out that any store has 
tc have new shoes during the year in 
order to secure additional sales. Stick- 
ing with several resources makes this 
possible. It means he is fed new 
styles when they come out. 

His trade is largely from farmers 
who buy the same styles as are sold 
in the cities. One of his stores in a 
town of 27,000 with 21 shoe outlets has 
had a constant increase in business for 
the past ten years. 


Smaller Initial Buys 


In a country town in Illinois, a 
century old family shoe store has 
built its business on conservative 
shoes and a reputation ‘for fit. This 
is still the backbone of the business, 
but style has become more important. 
The owner buys fewet shoes at the 
start of the season, but he buys 
oftener than he used to. He fills in 
as he catches the trend. 

An aggressive family store in north- 
ern Michigan has also turned to 
smaller initial buys. This owner has 
always been an advocate of acquiring 
a good run of shoes and over-all cov- 
erage at the start of the season. In 
fact, he had to enlarge his store three 
times in 12 years because of his ex- 
panding business. 

However, this past year for the first 
time he cut down his spring buy. “The 
style pattern is too apt to change. 
Manufacturers bring out new styles as 
they sense the trend. The retailer 
can’t figure out the demand too far 
ahead. Thus he has to depend on his 
regular resources to help him to ad- 
just to this situation.” This owner 
made two buys between the first of 
the year and Easter. He will also 
spread his fall buys over a longer 
period. 

Previously he had always ordered 
60 to 70 per cent on his first buy and 
left 30 to 40 per cent open for the en- 
tire rest of the season. Now he tries 
to hold it to a 50-50 basis and be- 
lieves he may have to cut the initial 
buy even further by next spring. He 
usually buys basics and conservative 
type shoes which he needs the year 
round on the first buy. Open to buy 
is reserved for filling in with high 
styles. This makes it possible for him 
to concentrate style coverage in depth 
within a short selling period. If the 
style trend continues he can follow it 
as long as necessary. If it shifts, he 
is prepared to shift with it. Most im- 
portant, he is not caught with heavy 
inventory and short funds. He uses 
the same policy in his men’s shoe buy- 
ing and is shifting into it somewhat 
for children’s. 

This changing picture has naturally 
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Deli Debs 


make a point 

in their wonderful 
mid-heel venture, 

Bimbo Metro... 

and another fashion point 


in their preference for 


Jtubschmans af 


#3323 Ginger Beer, illustrated; 
also in #507 Flight Blue, 

#577 Black Coffee, 

#518 Cherry Red 


and other Hubschman colours. 


The pump from the talented 


hands of Samuels Shoe Company, 
St. Louis 6. 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 - FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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Light and Soft 
Is College Theme 


[CONTINUED FROM PAGE 41] 


white or all-over color. 

Given these new materials, design- 
ers and stylists have kept within tradi- 
tional patterns, generally speaking, and 
have continued to put saddles on ties, 
moccasin vamps on stepins and straps 
and buckles on others. One of the best 
points of college girl style thinking is 
the dislike of fussy details. (This ap- 
plies even to their dressy shoes where 
they insist on having pumps rather 
than sandals; the furthest they are 
going this season in a strap is the per- 
fectly plain closed toe, open back. 
T-strap). Their disapproval of fussy 
detailing and gadgets is explained by 
their attitude that this is high school 
styling. 

We should like to say a word about 
boots to sell with the back-to-college 
shoes in August and early September. 
Even though the season is too early 
for these, it is logical for the girl 
to include them at this time. Your 
job is to display them so attractively 
and offer such smart styles that she 
feels she must buy them now. Left un- 
til later, they might not be available 
or not in her size. And boots are no 
longer just a campus or country style. 
More and more, women and girls feel 
that they are suitable—and most com- 
fortable—for city wear. 

And the importance of this back-to- 
college market? If you know one girl 
who wants to enter college this fall, 
there is no need to tell you. You know 
how many thousands and thousands of 
girls are trying and the anxiety they 
have until the glad word comes 
through that College has accepted 
them. ; 


Innes Spends Half 
Million in Los Angeles 


[CONTINUED FROM PAGE 47] 


main floor. The second floor is double 
the size of the first, lapping over onto 
the second story of the building next 
door. Primarily square in shape, a 
highly imaginative use of interior par- 
titions has broken it up into a room 
without definite form, mobile and fluid. 
Supporting pillars are masked in dis- 
play cases and racks. Around the walls, 
circular partitions run from floor to 
ceiling. But these are not true arcs. 
They progress in their radius, so 
that each section overlaps the other and 
provides an entrance to the _ stock 
shelves at the point of each overlap. 
The form is somewhat that of a four 
leaved clover, with a separate depart- 
ment set in each curve. This provides 
a restful atmosphere for selling, yet 
the full efficiency of the square form is 
maintained on the outer walls, out of 
sight of customers, for maximum stock. 

The stock on the second floor is 50,- 
000 pairs. 
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The second floor is actually divided 
into five departments. Extremely large 
and extremely small sizes are segre- 
gated into a “special size” department, 
set back in one of the curves. Next to it 
come the basics and comforts in most- 
wanted sizes. Following around the 
curve, next comes the high-fashion sec- 
tion, followed by the casual and pool 
shoes. Final department is the chil- 
dren’s footwear. 

Suggestive selling is used in the 
handbag department. Display shelves 
are clustered around the escalator 
shaft, visible and prominent both upon 
entering and leaving the room. There 
is another bag department on the first 
floor; bags shown there are all co-or- 
dinates, keyed to specific pairage in 
most-wanted styles. Mr. Seigel says 
their business in these bags is “terrific 
—we sell more coordinated bags than 
many a strictly hand bag shop puts 
out.” 

In spite of this departmentalization, 
salespeople are not confined. Everyone 
works all departments, and the next 
man up takes the next customer. 

Decor in the entire room strikes a 
keynote of luxury combined with good 
taste. Fully air (and smog) conditioned, 
walls are paneled in mirrors so that 
from practically any seat in the house 
the lady can see her feet. Piped-in 
music, walls papered in Japanese im- 
ported silks, soft lighting and crystal 
chandelier fixtures make it seem more 
like a luxurious, if huge, drawing room 
than a store. 

Architects for the remodeling were 
Burke, Kober and Nicolais of Los An- 
geles. 


Back to School 
In Smart New Shoes 


[CONTINUED FROM PAGE 43] 
ing their own fashions. No wonder 
that the people who produce for these 
youngsters, whether it is shoes, ap- 
parel or accessories, must run to 
keep up with them. 

For fall 1957, manufacturers have 
gone all out. Back-to-school lines are 
more extensive than ever. There is an 
emphasis on more color, textures, 
silhouettes, trims and lighter weight 
constructions. To prove the point, 
there are smooth and sueded leathers, 
soft glove tannages, pigskin prints, 
python underlays. Manufacturers an- 
ticipate excellent business and here 
are some opinions, reasons, quotes: 

“We look forward to a good back- 
to-school business. Business conditions 
are good. This past spring’s business 
was excellent and we have a lot of 
new shoes to offer, which makes for 
good business.” 

Another manufacturer says: “I see 
no reason why the school market 
should not be exceptionally good, pro- 
viding buyers place their orders well 
in advance, since the manufacturing 
period is shorter this year, due to the 
late Easter, and especially with vaca- 
tion periods entering into the picture.” 

“We believe,” says a prominent 
manufacturer, “that the ‘back-to- 


school’ market will be bigger than 
ever this year. We are attempting to 
get a larger share of that market by 
offering a wide selection of style shoes 
in our children’s line and by setting 
up a group of basic styles on which 
we are going to give 100 per cent 
perfect reorder delivery.” 

Shoes for school need no longer be 
sturdy. There are new, lightweight 
constructions that combine strong 
wearing qualities in the shoe without 
making it cumbersome. The grown-up 
look in youngsters’ shoes continues. 
Mother and daughter styling is im- 
portant. Slimmer, trimmer shoe lines 
that have been in the spotlight for 
men will also play an important role 
in shoes for the young boys. Black 
and cordovan color shape up to be 
strong selling features in boys’ shoes; 
while in the girls’ shoes the colors 
are: black, gray, tan, brown, blue, 
russet, fawn, olive, etc., not neces- 
sarily in that sequence but important 
nevertheless. 

The prospects for good business 
never appeared brighter and children’s 
shoe manufacturers are looking for- 
ward to the “back-to-school” selling 
period to prove it. 


Washington Newsreel 


[CONTINUED FROM PAGE 32] 


ing with union finances. 

The demand for these laws arises 
directly from the Senate hearings on 
labor racketeering. 

Earlier this year, Chairman McClel- 
lan, D., Ark., of the Senate Committee 
to investigate labor racketeering, said 
he doubted the need this year for new 
legislation to curb unions. But. Mr. 
Eisenhower’s new demand for a “clean 
accounting” law could well be the com- 
pelling force needed to whip up over- 
whelming congressional enthusiasm for 
such a law. 

However, Congress may not write 
into law exactly what Mr. Eisenhower 
is asking in the way of “clean account- 
ing” laws. Here is what the White 
House wants, and here is what the 
Congress is now disposed to legislate 
on this subject: 

@ Ike wants a law requiring registra- 
tion, report, and public disclosure of 
funds collected for union health, wel- 
fare, and pension plans. Unions have 
long asked for such a law, but seg- 
ments of management have opposed 
such disclosure. Growing demand from 
congressmen of both parties may well 
result in causing this proposal to be 
written into law this year. 

@ Ike also wants public disclosure of 
all reports concerning union funds 
(dues, salaries of union officials, 
amounts held in union treasuries). 
These reports are required by the Taft- 
Hartley law. They are filed periodi- 
cally with the government but are not 
made public. Ike says these records 
should be made public. Most unions 
are cool to this idea. It is much less 
likely to become law this year than 
the welfare fund disclosure plan. 
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Accent on Youth 
[CONTINUED FROM PAGE 51] 


“Under such a plan we can mer- 
chandise intensively, stocking styles in 
depth. Also, it makes for a more effi- 
cient sales force. Previously, the older 
men had difficulty selling the teen- 
agers. The younger men had a prob- 
lem with the older women. Our adver- 
tising is also coordinated better now.” 

In women’s shoes, the price range 
for flats is from $3.98 to $4.95; for 
welts, $4.95 to $7.95 and for dress 
shoes, $8.95 and $10.95. The bulk of 
the men’s shoes are $9.95 to $10.95. 
There is a sizable portion at $14.95, 
and a few run over $20.00. The chil- 
dren’s stock is complete in sizes, styles, 
and prices. 

The stock is worked out on Mr. Eg- 
bert’s belief that shoes sell in vol- 
ume at certain prices for certain 
styles. The store does not carry con- 
venience shoes to satisfy special cus- 
tomers. Profit and turnover are 
sought, not mark-downs. 

One advertisement each week is run 
in the two local papers, two a month 
in the Montana State College Ex- 
ponent, and one a month in the high 
school paper. The manufacturer pre- 
pared copy is worked over for local tie- 
ins. Advertising campaigns are pre- 
pared in advance with special em- 
phasis on tying in with national pro- 
motions. The store has been a first 
place winner of the National Shoe In- 
stitute advertising contest for cities 
of less than 50,000. 

From time to time, printed match- 
books are furnished to sororities and 
fraternities. Merchandise prizes are 
also awarded to football players and 
college rodeo participants. 

Window displays are tied in with 
local events. Sales and other promo- 
tions are also coordinated with the 
community’s economic and weather pat- 
tern, rather than with the manufac- 
turer’s calender. 

The store is closed during special 
events such as home-coming activities. 
When school began last fall an institu- 
tional type advertisement headed 
“Students We Love You,” carried this 
message. “It’s good to see the old 
town collegiate again. We've missed 
you all summer long, and extend a 
hearty welcome to all you old and new 
students. 

“Right now we’ll say that we’ll be 
closed the afternoon of October 18 to 
participate in your homecoming activi- 
ties. This store realizes that you stu- 
dents are the bread and butter of Boze- 
man. What little we can do for you, 
won’t compensate for the prosperity 
you give us. 

“If you’re in the market for a pair 
of shoes, drop down and see us. We 


have the styles that collegians like and 
at prices they can afford to pay.” 

The advertisement also emphasized 
the fact that the store carries only na- 
tionally advertised brands. 


Students 
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were told their patronage is always ap- 
preciated whether it be shoes or 
merely a pair of laces or can of polish. 

Mr. Egbert has also developed an ex- 
cellent public relations program with 
local educational institutions. Each 
year he gives a complete display of 
shoe styles for the high school home 
economics department. He also gives 
two full hour lectures on the purchase, 
construction, styling, and care of shoes 
to the college home economics depart- 
ment. 

He states that his employment pro- 
gram might be considered too idealistic. 
“However, I sincerely believe that re- 
tailing offers a career to young men. 
Everything in the United States must 
be sold, whether its merchandise, poli- 
tics, or religion. Whether my young 
men remain in the shoe business or 
any retail business, I believe that they 
are better qualified through their years 
or months of salesmanship. My part- 
time college student employes have all 
expressed enthusiasm for the value of 
sales work in their careers. 

“Any young man with intelligence 
and desire can become a_ salesman, 
providing he’s trained right. In these 
years, they must learn in a hurry and 
I have them selling their first pair of 
shoes four days after they start. But 
first, they're indoctrinated in all the 
phases of selling.” 

Mr. Egbert hires two full-time men 
and one part-time. Currently, one full- 
time man receives over $5,000 annually, 
and the other $4,200. In addition, 
they receive P.M.’s. 


Little Girls’ Taper Toes 
Made Over Special Last 











cee 


Little girls' taper toe by Play-Poise. The 
new taper toe, high fashion shoe made 
over a special last designed expressly 
for the Virginia Shoe Company of Fred- 
ericksburg, Va. This shoe will have 
limited but national distribution and 
comes in patent leather in all colors, 
suedes, broadtail, Illuminata, pebble 
patent, silver and gold lame kid, Cara 
kid and Karung snake. 








Surface Interest 
Keynote at Milan 
[CONTINUED FROM PAGE 49] 


Two-way long nap leathers and 
shrunken grains were shown widely, 
as were soft glove leathers. One two- 
way brush variety by Conceria Ticinia 
was a rich velour kid in colors like 
gray, honey, olive, black and Royal 
blue. 

A successful grain leather by 
Leonino Fontana of Milan was a pig- 
skin patterned all over with fine in- 
tersecting wrinkles. It had a dull matte 
two-tone finish. Color combinations 
ranged from brown-beige to green- 
gray and yellow-orange. 

Attractive print leathers by Cedrati 
of Turbigo also featured dual colors. 
Motifs were tiny but gay and included 
gold dots patterned on black, pink 
markings on white and black flecked 
with white. 

Stamped leathers by Sacpa of Milan 
had an astrakhan texture, the curls 
enhanced by dual colors like silver and 
black or gray and dark purple. 

Among the noteworthy non-Italian 
leathers was a “nappa” aniline calf in 
both glossy and opaque finishes by 
Carl Freudenberg of Weinheim, Ger- 
many. A. C. Lawrence showed a range 
of metallic toned ranchhide with a 
slipper interpretation featuring a pur- 
ple elastic topline on a light gray 
vamp. 

Glittering pointelle fabrics and lus- 
trous lame silk studded with metallic 
rainbow stars were highlighted by 
L. Fontana of Milan in a collection 
spread over three stands. A laminated 
shantung streaked with wavy gold or 
silver lines was suggested for spar- 
kling evening shoes. It is available in 
lemon, dark gray, white and black 
grounds. 

Much use is being made of multi- 
color fabrics on closed pumps, which 
are preferred to open sandals. Shim- 
mering grounds like turquoise, silver, 
raspberry and lemon are spotted with 
tiny contrasting markings. More flam- 
boyant weaves come in combinations 
like green, white, purple and gray, 
the lines patterned with an ombré 
effect in “Morse code” dots and dashes. 

Satin prints had small, irregular 
gold leaves on black, and clusters of 
graded blobs in gold and green, also 
on a glossy black ground. 

One of the most glamorous—and 
expensive—fabrics was a richly em- 
broidered “petit point” suggested by 
Emanuele & Umberto Locati, Milan, 
for evening shoe and bag coordination. 
It had colorful 18th century drawing 
room scenes executed with amazingly 
fine needlework—225 threads to the 
square centimeter. Used as full vamps 
or toes or panels combined with black 
satin, the material is being used on 
styles sampled by U. S. department 
stores and costing up to $48. 

From an American buying point of 
view, action on shoes was frustrated 

[TURN TO PAGE 80, PLEASE] 
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Manufacturing and Markets 


[CONTINUED FROM PAGE 57] 


practically all stores noted a seasonal letdown in business. 
The spring season so far has brought small gains for some 
stores, small losses from last year for others. The trade 
feels that inventories are better adjusted to current condi- 
tions than earlier in the year. Nevertheless, retailers are 
seen as in no rush to reorder except on a few fast moving 
items. 

Both factories and dealers are sure women’s white shoes 
will have one of their best seasons in recent years. Interest 
in white spectators is noted. 

Reports from leather wholesalers are that several fac- 
tories have been slow in making commitments for colored 
leather for fall shoes. Manufacturers have ordered black 
heavily and have favored rust among the brown shades, but 
have shied away from red, green and some other hues. 

Manufacturers have ordered leather in greater quanti- 
ties than last year, indicating they plan on active fall busi- 
ness, one leather supplier disclosed. 

A Rochester manufacturer, commenting on the need for 
adequate markup for shoe retailers, hinted that there can 
be no one standard for all stores. Most retailers feel they 
are doing well to get the traditional 40 per cent markup, 
or slightly better. But several top-flight New York stores 
have no trouble getting a substantial markup. And at the 
other extreme is the discount operator who seems to be 
making money with a 20 per cent markup. 

This manufacturer thinks the shoe industry may soon be 
confronted with much the same situation as the electrical] 
appliance business where a big share of sales are made at 
a low, competitive markup. 


Los Angeles 


Most manufacturers report re-orders in good shape. 
Good Easter selling took lots of pairs off the shelves and 
there are plenty of openings for summer merchandise. 
Some makers find wood hard to get for needletoes. 

The start of summer weather has brought a strong re- 
surgence in wedgies. Now they appear with scooped-out 
sidelines, which produces a slimming effect and takes 
away much of the heavy look. Some of them even appear 
in a semi-pointed toe, showing strong needle influence. 

Manufacturers have stopped talking, at least for the 
time being, about higher prices. For some mysterious rea- 
son it appears that a stabilizing influence has appeared 
from somewhere and probable future cost increases no 
longer dominate the conversation. 

Production seems to be very steady on shoes for imme- 
diate delivery. Whites, pastels, raffias and straws are oc- 
cupying much production. Straws appear in two types; 
one, a genuine raffia; second, a nylon woven material that 
looks exactly like straw but is said to be much better for 
wearing qualities and at holding shape. Decorations 
wanted on this type of shoe are very wild; lots of baskets 
of fruit, flowers, and simulated jewels. 

Pool and play shoe manufacturers are coming into their 
busiest time of year. This area is turning out lots of 
sandals, scuffies, and tabi toes. In the thong sandal de- 
partment orders are good on a quilted-insole shoe, with 
quilted T-thong and quilted toe strap. 

The Fall Shoe Show that just closed at the Alexandria 
is reported to have been a good buying week. Retailers 
were not too cagy in their future buying commitments 
and a general air of satisfaction seemed to pervade the 
affair. 
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Val-Cork J 


OIL RESISTING 
NEOPRENE 





| Neoprene, a man-made rubber, is combined with 
cork to make the sole they need . . . a sole that is ex- 
tremely long wearing and suitable wherever oil, 
greases, caustics and fatty acids are underfoot. 
Vul-Cork Neoprene soles are air cell insulated too, 
providing real day-long foot comfort. Slip resistant 
and non-marking, they will not soften on contact 
with hot metals. 

Vul-Cork Neoprene is one of three different work 
shoe soles manufactured by the Vul-Cork Division of 
the Cambridge Rubber Co., makers of the original 
cork sole. 

If you make, buy or sell work shoes, look at the sole 
first. If it carries a Vul-Cork label — you’ll get more 
than your money’s worth. 


















Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of MAN GM Ta.4 - 


VUL-CORK & 
-VULCORK NEOP 


$0 light, so flexible, so resilient you can roll then: up... right fn the palm of 
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“SUPERSOLE” sales really have 
things “humming”. at our plant! 

Nothing can replace the bee when 
it comes to making honey — and no 
synthetic substitute can take the place 
of genuine leather when it comes to 
soles. 
. “SUPERSOLE” is genuine leather at 
its best “with extra long life tanned 
right in. Once you've tried it, you'll 
know why thousands of satisfied cus- 
tomers say it’s a honey of a sole! 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET NEW YORK, N. Y. 











New Milwaukee Shoe 
Department 


A NEW high in interior design has been established in 
Milwaukee with the recent opening of the T. A. Chapman 
Company’s branch store in the Capitol Court Shopping 
Center. 





Covering a gross area of 61,460 square feet, with 45,000 
square feet of selling space, the Chapman Department 
Store occupies one end of a mal] with Schuster’s depart- 
ment store at the other end. Forty other stores are included 
in the project with eleven additional ones scheduled to 
occupy space soon. The center, which was planned by 
architect John Graham of Seattle, opened officially last 
August. 

A bright floor-to-ceiling mural helps create unusual wal! 
treatment in the women’s and children’s shoe department. 
Depicting flowers and butterflies, the mural is interrupted 
in the center of each wall by displays which are framed by 
walnut panels. Architect Victor Gruen & Associates at- 
tached a special lighting fixture to the free standing column 
at the center. The simple uncluttered appearance of the 
area was accomplished by combining bench seats away 
from the central area with a few individual center chairs. 


A Shoe Display Shelf 
That Boosts Sales 


PxHoenix, Ariz.—An innovation in shoe display which 
has considerably boosted sales in the men’s shoe depart- 
ment of Korick’s, department store here, is a “slant shelf” 
which is within easy reach of seated customers. 

Shoe buyer Swede Swenson installed the shelf as a 
means of showing sample shoes where customers awaiting 
service could handle them without difficulty. Consequently, 
a hardwood shelf, eight inches wide by eight feet long, 
was installed on the wall just behind and above the level 
of the fitting chairs, on the rear wall of the department. 
Here some 18 to 24 sample styles can be conveniently 
shown. The customer seated in a fitting chair can reach 
up and pick them up one by one, examine styling, details, 
etc., and often sell himself on better priced footwear. 

The shelf has proven particularly valuable, according 
to the Arizona store, on such busy shopping days as Satur- 
days, special sales, etc., when there are a large number of 
waiting customers. The shoe samples on display keep the 
customer entertained while awaiting for a salesperson. 








In the 16th century in the Near East men wore heeled 
shoes and women wore flats only—just the reverse of the 
fashion today. The heels were shod with iron instead of 
leather or wood, as now. When indoors, Turkish women 
removed their slippers and wore nothing on their feet 
except henna stain on their toenails. 


Boot and Shoe Recorder 




















Shoe 






Buyers Cautious at West Coast Shoe 


News 






Shaw 





Wariness Attributed to Over-Inventoried Stores, the Appearance Of 
Tapered-Toes in Many Lines and Doubt Over Small-Town Reaction 


Los ANGELES—Buying was off at the 
West Coast Fall Shoe Show despite 
heavy registration. Buyers, caution was 
attributed to the appearance of the 
tapered-toe influence in practically all 
lines and to the heavy retail store 
inventories left from Easter. 

West Coast consumer acceptance of 
the tapered-toe has lagged behind most 
other sections of the country and buy- 
ers seemed fearful that they would find 
themselves overstocked in face of con- 
tinued consumer resistance principally 
in smaller communities. It is obvious, 
however, that most buyers will have 
to take the tapered toe in fair volume 
in order to offer a full fall inventory. 

This caution was increased by a 
speech given at the West Coast Shoe 
Travelers’ luncheon by Felton Kauf- 
man of Sommer-Kaufman, San Fran- 
cisco retailers. Having just returned 
from a trip to Europe, Mr. Kaufman 
warned that the next look in women’s 
shoes would be a squared off toe, a 
needle toe with the tip cut off. He 
noted, however, that it is at least a 
year away. 

Many manufacturers’ representatives 
admitted privately that retail buying 
did not live up to expectations although 
registration was very good. Orders 
were placed with caution. These repre- 
sentatives indicated they had worked 
with their regular customers but that 
new accounts had not materialized. 
They attributed some of this off-buying 
to Mother’s Day, which fell on the first 
day of the show. 

They also noted that many retailers 
are still trying to clean up inventory 
resulting from too-optimistic Easter 
buying. They felt that the major re- 
tailer problem in the tapered toe was 
the percentage of buy to be made. 
Much of this will be resolved when the 
travelers call on stores individually in 
the next few weeks. 

There was considerably less contro- 
versy in men’s lines although buying 
was not high. Black is following the 
trend set in other regional shows and 
will be the big color this fall. Stitch- 
and-turn seam in moc-front styles 
found ready acceptance especially in 
textured leather combinations. New 
styling in the chukka boot was also 
considered very promotional. A dressy 
version has appeared along with the 
popular shag leather style. Glove 


leather constructions were the most 
widespread. Some were made with inch- 
deep cuffs. 

Children’s lines did not present any 
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radical style changes. The most inter- 
esting note was in novelty closures 
especially in boys’ shoes. Clasps and 
the hidden zippered closures were the 
most popular. Girls’ shoes were offered 
in still higher decorations than last 
year, especially in casuals and skim- 
mers. The taper influence was seen in 
the new saddle lasts. Another new note 
in saddles was the dark-leather over- 
lay which runs around the ankle and 
back strap in the form of a cuff, rather 
than down to the sole. 

In another speech given at the Tues- 
day luncheon, Seymour Fabrick, presi- 
dent of Vogue Shoes, announced that 
a revolving fund for scholarships had 
been set up cooperatively by shoe trade 
organizations. Under it, grants-in-aid 
of $750 per year per person would be 
offered to college students. The sum 
will either be paid back by the student 
or worked off in local shoe stores and 
factories. This fund was set up, he 
indicated. to meet the problem of labor 
shortages in both shoe factories and 
retail stores. 





White Calf T-Strap Sandal 
Chosen Shoe of the Month 






The Shoe Fashion Board of St. Louis has 
chosen this white calf T-strap by De 
Angelo as Shoe of the Month for May. 
In choosing this sandal, the Shoe Fashion 
Board is endorsing the importance of 
white as a top fashion color for summer. 
This “Millie” pattern is available on both 
high and mid-high heels. 


Dallas Shoe Show, Plus Rain, 
Biggest Draw in Five Years 


DaLLaAs—Raindrops, that represented 
big, round dollars for business in the 
southwest, abated long enough May 5 
through May 8 for the Southwestern 
Shoe Travelers Association to mark up 
its most successful show in five years. 

The long range effect of the down- 
pour, which bathed Texas and its 
neighboring states for three solid weeks, 
is expected to bring a kind of pros- 
perity to the Southwest which has not 
been seen since the stinging effects of 
a seven-year drought began to be felt 
in 1952. 

Sales were called all the way from 
exceptional to fair. 

The high style lines did a tremendous 
business in both ladies’ and children’s 
shoes and were exceptional in the men’s 
iines. The only categories to be listed 
as “fair” were the “in-stock lines” 
which reflected the fact that tornadic 
conditions and continual rains had 
slowed current business to a near stand- 
still. 

One exhibitor expressed it this way: 

“One more season of drought could 
have been more than disastrous to the 
shoe industry in the Southwest. There 
is no business now, but when the 
weather settles down and the economic 
effect of the rain begins to be felt, it is 
certain that records will be set.” 

Paul Schroecer, executive secretary 
of the association, called the attendance 
“normal” but was enthusiastic about 
the general enthusiasm of the buyers. 

“Ordinarily, when I visit the different 
exhibits,” he said, “it is not too difficult 
to get into the rooms. This year they 
were sometimes three deep.” 

Exhibitors used more than 400 rooms 
in the Adolphus, Statler-Hilton, Baker 
and Southland Hotels. More than 1800 
buyers had registered by Sunday eve- 
ning and Mr. Schroeder estimated that 
more than 2,000 were present over the 
four-day run of the show. 

The first effects of the new prosperity 
in the Southwest wili probably be felt 
by the manufacturers of boots—a seg- 
ment of the industry that was hurt the 
worst. Both cattlemen and cotton grow- 
ers are in a position to recoup losses 
suffered over the past five years. A 
relaxed attitude is expected from fi- 
nancial institutions, not only toward 
agriculture, but toward all business. 

An example of the economic effect the 
rains will have is to be found in the 
water supply of a single city—Dallas. 
The city had plans laid to again pump 
water from Red River, 80 miles distant, 
when the rains came. Now the city has 
a five-year supply even if another drop 
fails to fall. Arlington, a Texas city of 
35,000, recently completed a new water 
supply and engineers said it would be 
trom four to five years before the new 
dam would be full. Before the rains 
slacked off water was splashing over 
the spillway. 

Black was a strong seller particularly 
in the closed-up shoe for women. 
Pointed toes and tapered lasts were 

[TURN TO PAGE 72, PLEASE] 
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Unusual Treatment in Suburban Shoe Store 


There is still room for more than 30 fitting chairs in this new shoe shop of Joslin's 

in JCRS Shopping Center, Lakewood, Colo. Yet a maximum open display space is 

utilized in the arrangement. Note the unusual verte antique pecky cyprus and 
white panels on two walls. 


DENVER — Catering to the family 
trade of Lakewood, western suburb of 
Denver, is Joslin’s new junior store just 
opened in the new Jewish Consumptive 
Relief Society (JCRS) Shopping Cen- 
ter. Occupying a prominent corner of 
the new department store, not far from 
the front door is the shoe department 
headed by Kenneth Johnson. 

Set off by a carpeted section and 
covering 1400 square feet, the shoe de- 
partment attracts attention first with 
is unusual walls of pecky cyprus wood. 
The horizontal panels alternate verte 
antique and white, the antique green 
matching the chairs alternating gray 
and antique green. 


Matching open display racks provide 
an opportunity for browsing among 
dress and casual shoes by men, women 
and children customers. Mr. Johnson is 
assisted by two salesmen, Carl Wilson 
and Nick Kekedakes. Paul Mont- 
gomery, with offices in the downtown 
Joslin’s store, merchandises shoes for 
all junior stores. The store, including 
the shoe department, was built under 
the direction of Ludwig & Patterson 
Company’s store planning division. 

Mr. Johnson joined the Joslin firm 
following his resignation as manager 
of Patrick’s Tennyson Street store 
here. He formerly was with Fowler’s 
Shoe Store, Pueblo. 





Well-Attended Indiana Show Seeks Needle Toe Reaction 


INDIANAPOLIS — Attendance was un- 
usually good at the 37th annual Fall 
Shoe Fair presented by the Indiana 
Shoe Travelers at the Hotel Severin. 
Although Sunday was Mother’s Day, 
about 100 more merchants registered 
this year than a year ago. One hundred 
and thirty lines were shown. 

Buying was mostly for fall, however 
some buying was done for immediate 
needs. 

From the fashion standpoint in ladies’ 
dress shoes, the news was the extreme 
needle toe style. The big discussion was 
customer acceptance in the smaller 
towns and just how far the retailer of 
the smaller stores should go in ordering 
the needle toe. Acceptance in larger 
cities was assured. Heels due to the 
needle toe style, are more narrow. 

Pumps and trim pumps are still big 
items. Black is the most wanted color, 
followed by town brown and assorted 
colors. Styles in fabrics such as Deldi 
silk, Peaudechein and Piazza Cloth are 
popular for promotions. 

In ladies’ dress casuals, slings, the 
conventional one-strap, closed toes and 
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closed back wedges were all zood. Black 
was dominant, followed by brown and 
gray. Suede is a favorite for early in 
the season followed by leather, later on. 

In the men’s line, the retailers are 
still clinging to black. The thinking is 
more in terms of dressier types. The 
dark welting seems to be replacing light 
welting. A large number of casual shags 
were sold. The shoe-latch and shoe-lock 
types are still selling very well. Chukka 
boots are very good for the young men. 

In children’s shoes, the Ivy League 
saddle, the little dress-up shoes and 
swivel loafer types were favorites. A 
step-in loafer type with crepe sole and 
sweater topline was good. Gray and 
brown were the best colors. Red was 
reported to be less important in this 
area. 

Joe Beddow, Storybook division, Gen- 
eral Shoe Company, was chairman of 
the show committee. Others who served 
on the committee were George Henry, 
Naturalizer division, Brown Shoe Com- 
pany; Hugh Smeltzer, Life Stride divi- 
sion, Brown Shoe Company; R. F. 
Grosskopf Inc., and E. C. Smeltzer, sec- 





Dates to Remember 


Fall Shoe Show, Mountain State Shoe 
Travelers’ Association, Albany Hotel, 
eee a 

Michigan Annual Shoe Fair, Michigan 
Shoe Trevelers Club and Michigan 
Shoe Retailers Association, Statler 
and Wolverine Hotels, Detroit... .June 2-4 

Baltimore Shoe Show, Baltimore Shoe 
Club and Associated Shoe Travelers. 

Lord Baltimore Hotel, Baltimore. .July 7-10 

Shoe Market, Hotel Sheraton-Gibson, 
Cincinnati ...... e July 9-11 

Allied Shoe Products and Style Exhibit, 

New York Trade Show Building, New 

York = Lalo bee aac ee 

Merchandising Clinic, National Shoe 
Manufacturers Association, Waldorf- 
Astoria ; Ae saa ae 

Membership Breakfast, National Shoe 
Manufacturers Association, Waldorf- 
Astoria, New York ..... ... Aug. 6 

Leather Show, Tanners’ Council of Amer- 
ica, Waldorf-Astoria Hotel, New York 
City okey bay FS .....-Aug. 6-7 

Midwest Shoe Market, Midwest Shoe 
Travelers’ Association, Morrison Hotel 
Chicago ...... Aug. 11-14 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Retailers Association, Chicago 

Oct. 27-31 

Spring Shoe Show, Northwest Shoe Trav- 
elers Association, Hotel St. Paul, St. 

Paul 43 SON. aw 

Spring Shoe Fair, Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Columbus 

Nov. 9-12 

Shoe Show, lowa Shoe Travelers, Hotel 

Fort Des Moines, Des Moines, la. 
Nov. 

Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh .. ..Nov. 16-19 

Spring Shoe Market, Midwest Shoe Trav- 
elers' Association, Morrison Hotel, Chi- 
cago, sabe alh oho sv eT 

Shoe Show and Convention, Empire Stee 
Footwear Association, Inc., Hotel On- 
ondaga, Syracuse, N. Y. . ..Jan. 19-21 


10-11 





retary-treasurer of the Indiana Shoe 
Travelers Association, Inc. 

Robert J. McElroy and Gene E. Tovey, 
both of Roberts, Johnson & Rand, are 
president and vice-president respec- 
tively of the travelers. 


Shoe Union Buys Ads 
To Promote Sale of Footwear 


St. Lours—The Boot and Shoe Work- 
ers Union, with headquarters in Bos- 
ton, started out its $100,000 advertising 
campaign to boost the sale of shoes 
with full page ads in both St. Louis 
dailies during the St. Louis Shoe Show. 

The campaign is directed at increas- 
ing the public’s consciousness of what 
a good buy today’s pair of shoes are. 
St. Louis, where about 37,000 skilled 
shoe workers are employed, was the 
fourth city where such an approach 
has been made. Seattle, Chicago and 
Cincinnati have already received the 
union ad treatment, which may be ex- 
tended to other areas, notably Kansas 
City, according to William N. Scanlan, 
the union’s public relations director. 
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St. PAUL, MINN.—The 1957 showing 
of fall shoe fashions by Northwest 
Shoe Travelers, Inc. was held at Hotel 
St. Paul, here, April 27-May 1. An 
extra day was added this year to the 
show by popular request. 

Registration was 15 per cent ahead 
of last year’s show. There were 169 
exhibitors. Buying was exceptionally 
good. 

In women’s shoes there was good 
acceptance of the new pointed toe al- 
though some merchants in rural areas 
expressed some hesitancy, principally 
because of its effect on shoes already 
in their stocks. On the whole, the 
tapered toe moved well. Modified toes 
still had good sale. 

In color, black had a big lead. Next 
in sale was the brown family in four 
or five tones, with some red and gray 
for color fill-ins. 

Leather played a bigger part than 
ever before, according to exhibitors. 
Calf was by far the biggest seller. 
There were fewer suedes sold at this 
show but considerable interest in fab- 
rics with leather trim. Silk ripple cloth 
moved well for cocktail wear. Pattern- 
wise it was pumps leading with a 
noticeable increase in pairage in slings. 

Men’s shoes sold well with a marked 
trend to automatic closers as well as 
gored slip-on types. Buyers were less 
price conscious than in previous shows. 
Lighter weight men’s shoes were in 
demand. Loafers were popular. As in 
women’s shoes, black was the leading 
color. 

Children’s shoes had excellent sale. 
The newest trend in growing girls’ 
shoes of softness and light weight 
was well accepted. Ties and casuals 
were very desirable. In dress pat- 
terns, taper toes with French type 
heels created much interest. Both 
suedes and smooth leather had good 
sale. 

For younger children, the swivel 
strap is still the biggest seller in both 
dress and school types for little girls. 
Saddles were excellent and there was 
some action in soft casual ties. Black 
was number one by far, much stronger 
than a year ago. Brown follows with 
gray a close third. 

For boys, the side buckle snap was 
very good. The basic scuff tie for school 
was very important in sales. 

The outstanding event of the show 
was the address of Marshall J. Mant- 
ler, managing director, Bureau of 
Salesmen’s National Associations, at a 
merchants’ luncheon. Mr. Mantler is a 
dynamic speaker and gave a challeng- 
ing speech on “Merchandising” in which 
he stressed the need of retailers to give 
personal service to customers in order 
to achieve success. More adequate 
training for salesmen and balanced 
stocks were recommended as aids in 
good personal service. The attendance 
at the luncheon was the largest in the 
history of the show. 
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Buying Considerably Ahead at St. Paul Shoe Show 


Other social events of the show were 
the traditional Roast Beef Supper for 
salesmen, a Smorgasbord on Sunday, 
and a banquet followed by dancing on 
Tuesday. 

Officers of Northwest Shoe Travel- 
ers Inc. are President, Keith McCar- 
thy; first vice-president, Russell C. 
Madlener; second vice-president, Ken- 
neth F. Jensen; secretary, Paul C. 
Cook; treasurer, Henry Thorson; na- 
tional director, Roy C. Miller; Direc- 
tors are Claude W. Sheldon, Roy C. 
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Miller, Ed Trench, Joe N. Brisbois, 
David C. Larson Sr., C. H. Nylander, 
William F. Strub, Sr. Custodian is 
Charles K. Swanson. 


New Saltz Store in Tampa 


A new J. E. Saltz shoe store in 
Tampa, Fla., is the outgrowth of a 
Madison Street store established in 
1950. Mr. Saltz has just completed five 
years as president of the Florida State 
Retailers. The first Saltz shoe store was 
opened in St. Petersburg in 1935. 
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1. INCREASED STORE TRAFFIC! 


Tapered Toe Takes Spotlight at Southeastern Shoe Show 


ATLANTA—The tapered toe took the 
trend spotlight at the Southeastern 
Shoe Travelers’ fall showing here. Lit- 
tle girls’ shoes showed a slight taper- 
ing trend and black dominated the 
color chart for boys and women. 

About 350 lines were exhibited and 
approximately 1,500 retailers from all 
sections of the Southeast were present. 

Women’s shoes were tremendously 
spiced with interest and novelty. One 
maker features a completely elasticized 
top line. The shoe will go on the mar- 
ket for the first time this fall. 


Glamor was molded into dainty 
sandal shapes, sparkling in rich colors 
and smart fabrics, among which were 
a 24-carat cloth-of-gold pump and a 
dyeable aluminum fabric. Brown, deep 
red and kid colors seem destined for 
popularity in the better shoe bracket. 

One exhibitor predicted the three- 
eyelet will replace the two-eyelet men’s 
shoe. He said elasticized slip-ons have 
increased in popularity. These shoes 
are well represented in French brushed 
suede, loden green and magnate gray 
in the regular oxford type. The con- 
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Comfort's the MAGIC SALES WORD 


with Scott's Foot Powder, Lotion and foot 


SCOTT FOOT LOTION 


Prevents excessive foot perspiration. Alleviates 


Attractively packaged in fast, selling plastic 


3 WAYS 


odors on contact with active chlorophyll. 


bottie. Retails at 5% 





Soap. On hot summer days peopl 
flock to stores that offer blessed 
relief for hot, tired, aching feet in- 
creasing store traffic and boosting 
sales! 


. INCREASED REPEAT SALES! 


Once people use SCOTT Products 
they always come back for more. 
Result: Greater repeat sales, bigger that 
PROFITS for you. 


. INCREASES ALL SALES! 
Attractive, eye-catching displays 
stop traffic and start all sales climb- 
ing for your department or store. 


Write for a FREE Full-Line 
SCOTT CATALOG! 


Stock No. 341 
SCOTT FOOT POWDER 


Cuts excessive foot perspiration and stops odors 
accompanying bromidrosis. 
inhibits athletes foot. 
plastic package retails for 39 
Stock No. 353 $3.25 Doz. 


SCOTT FOOT SOAP 


A soothing medicated soap with chlorophyll 


3/2 oz bar. 
SELLER—retails at 29 
Stock No. 352 $1.95 Doz. $22.25 Gro. 


$3.95 Doz. $45.00 Gro. 


Fungastatic action 
Attractive shaker type 


$37.05 Gro. 


perspiring aching feet. 
FAST 


relieves tired, 
individually wrapped. A 
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1701 WEBSTER ST. © OMAHA, NEBR. 





tinental look and tapered toe was much 
in evidence among higher-priced men’s 
lines. 

Children and infants will have the 
advantage of new detail and constant 
quality. The little girls’ shoes show 
attractive treatments in buckles, bows 
and bands in materials and colors 
which include copper patent, bamboo 
leather and sable and seal-toned browns 
and grays. 

One manufacturer looks for a best 
casual seller in a glove elk mocassin 
with a modified, slightly tapering toe, 
shorter vamp and rolled edge. 

Infants will be allowed a lower top. 
The black regulation oxfords and 
loafers, popular last season, are ex- 
pected to hold their own. Nylon suede, 
which it was claimed, will not rub 
off or nap up, made an appearance in 
girls’ shoes. 


Substantial August Orders 
At Pittsburgh Shoe Show 


PITTSBURGH—The tapered toe starred 
at the show sponsored here by the 
Pennsylvania Shoe Travelers’ Associa- 
tion. Registration was ahead 15 per 
cent and all previous marks were 
shattered, according to Joseph Harris, 
executive secretary-treasurer. 

Substantial orders were placed for 
August deliveries. Optimism ran high 
and employment was up. There were 
many size-up orders for immediate 
delivery. All lines in all categories and 
in all price fields enjoyed good busi- 
ness. One hundred and forty lines were 
displayed on two floors of the Penn- 
Sheraton Hotel. 

All prognosticators thought pointed 
toes are here to stay for quite some 
time, even in the small towns where 
the retailer is generally afraid to buy. 
Volume colors seem to be running to 
black suede, black calf, town brown 
calf, Briarwood, gray calf and gray 
suede. 

Eighty-five per cent of purchases 
were in pumps, with a few slings, 
sandals and spring-o-lators thrown in. 

Textured leathers are prominent— 
wild rice, illuminata kid, persiana. Also 
in the picture for early fall are such 
materials as pave silk, matte satin, 
piante silk. Gray flannel will team up 
with black calf trims. 

In men’s shoes, the black Ivy League 
boot moved best—also brown and green 
suede. Popular was the four-eyelet 
black calf turned front bal, the olive 
velva buck shawl gore oxford, also in 
brown stone and gray velva_ buck; 
black Morocco and black veal in the 
three-eyelet blucher. Boys’ lines got 
considerable attention with different 
closures displayed, including buckle and 
side latch styles. 

In children’s shoes style leaders are 
in oxfords and loafer types. In oxfords 
the new lightweight Ivy League types 
are showing increased acceptance. 
Straps are slow, with survel straps 
holding over conventional. Popular 
color is red, followed by gray, black, 
then the browns and tans. 
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Fashions, Upper Materials Seen in New York Showings 


New York—Customceraft’s presenta- 
tion of fall shoe fashions, “Through 
the Looking Glass,” featured the fluid 
line stemming from the new elongated 
last and the softened look. In leathers, 
there was an accent on finely textured 
surfaces. In fabrics dark gray covert 
cloth and flocked satin were featured. 
A range of browns included the neutral 
off-beat yellow-y, greenish shades, a 
molasses shade for volume and the 
redder briarwood tone. 

The cassis shade was recommended 
for tailored shoes. The jewel tones 
consisted of greenleaf, true purple and 
cranberry. Graphite in the gray family 
was shown. Black was liked in shiny 
leathers, pinseal and patent leather. 

The presentation was made in the 
Terrace Suite of the Ambassador Hotel. 
Settings were by Jane Vaughan. 

Four promotions in upper materials 
were listed by Dick Palter in a recent 
presentation of the new Palter DeLiso 
fall line here: panne velvet; silk her- 
ringbone; genuine Russian broadtail, 
used in small areas combined with 
leather; and genuine sharkskin, spe- 
cially tanned to be soft and pliable and 
used for the first time. Other featured 
upper materials included two fabrics, 
vicuna and cashmere; antique calf, 
continued by demand; textured suede. 
Three tapered toe lasts were shown: 
the Pinto on 23/8 heel; the new Fino 
on 21/8 heel and the Aristo on 18/8 
heel. 

Dividing his presentation into specific 
categories, Mr. Palter presented silhou- 
ettes with closed, tapered toes and open 
backs, including pumps; two kinds of 
T-straps and mules; side vamp inter- 
est; strap patterns, including strap 
pumps, the return of the ankle strap, 
instep straps and a sabot strap; pumps 
with dressmaker treatments, bow pumps 
and spectator pumps; high fronts; a 
one-eyelet tie. A collection of halter 
pumps with wide and small toe open- 
ings were shown as the styles “where 
business is.” A new % inch platform 
was shown. 

Everything that implies gracious 
living makes up the new promotion 
theme of the new Promette line, “La 
Belle Promette.” The atmosphere of 
sparkling wine and the grapes from 
which it is made is carried out in the 
illustrations on the new shoe box, the 
tissue paper used to wrap the shoes 
and in the ads and displays. 

The shoes themselves are made over 
an entirely new needle toe, on 17/8 
and 23/8 heels, with soft toes. They 
are very light and flexible. In addition 
to the new, very pointed toe, there is 
a modified pointed toe. Number one 
color, black, is used in suede, textured 
and smooth leathers. 

The new Town & Country line fea- 
tures two lasts: the Maxine on 15/8 
and 18/8 and the pointed on 18/8. 
Leading colors are: black; two browns, 
Brownstone and Beaver; two grays, 
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Zine and Silverpine; Cherry red and 
Burnt Orange. Two silks are being 
used, peau de soie and Shadow Play. 
A finely textured leather, pinpoint, is 
being made in black. For the suitors 
or suit shoes a very light calfskin is 
used. Suedes, according to Barbara 
Trent, fashion director, are lustrous or 
sculptured. Velvety deep, plushy leath- 
ers are the types for back-to-school. 

A leading style in the back-to-college 
group is “Bagpiper,”’ made with a 
buckle and strap. Two boots, a chukka 
and a jodhpur type, are important new 
styles in this category. 


Drive-In Shoe Store Chain 
Opens Seventh in Kansas City 


Kansas City, Mo.—The seventh Mid- 
west Drive-In Shoe store in this area 
was opened recently at the southwest 
corner of Johnson Drive and Nall Ave- 
nue, in a one-story building. 

David Weinstein and Harry Graetz, 
district managers, said Martin Silver- 
man will be manager. Mr. Silverman 
formerly was manager of the men’s 
shoe department at Kline’s Inc., one 
of the better family stores in Greater 
Kansas City. 

Midwest Drive-In Shoe stores opened 
its first unit in March, 1955. 
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Record 400 Retailers Attend Ohio Travelers Shoe Show 


COLUMBUS, O.—Most travelers ex- 
pressed satisfaction with buying in 
evidence at the fall showing of the 
Ohio Shoe Travelers Club, held May 
5-6-7 in Deshler Hilton Hotel. 

“A record 400 retailers attended,” 
Mrs. Caroline Rund, club secretary 
commented. “Buying was brisk in most 
lines — better than last fall’s trade 
when many retailers held back because 
of the late Easter.” 

The 97 lines represented were a lit- 
tle off of the November, 1956, showing 
of spring numbers. 

Exibitors’ reaction ranged all the 


way from exuberance to gloom. “The 
show was staged two weeks too early. 
I might as well have stayed home,” 
sadly commented the traveler for an 
all-casual line of women’s shoes. He 
said he would have to take the next 
two months to call personally on re- 
tailers who failed to attend the shoe 
fair. 

“The Ohio Shoe Travelers timed the 
show perfectly,” said the representa- 
tive for a line of children’s shoes. “It 
followed Chicago and St. Louis fairs 
by sufficient lapse to permit retailers 
to determine their needs before attend- 
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STARTED IN HIS PHTWER'S SHOE STORE WHILE IW 
JUNIOR HIGH. NOW OPERATES STORES IN 


CONCORDIA, MANHATTAN ANO SALINA , 
KANSAS, 1 KANSAS CITY, MO., FREMONT, AND 
WORTH PLATTE, NEBRASKA ANO IN SIOUX 
FALLS, SOUTH DAKOTA. 
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ing our show,” this exhibitor said. 

As a result, order-taking was brisk 
for July delivery—in time for the back- 
to-school consumer buying rush. 

Most travelers reported business 
good, especially in stylish numbers and 
in the stock saddle oxfords and loafers 
so popular among youngsters. 

“The first three colors for fall are 
black,” said one exhibitor. That was 
the consensus among those showing 
men, women’s and children’s dressy 
shoes. Browns, grays and caracul tex- 
tures are next in popularity among 
Columbus area retailers. 

However, women’s brown loafers are 
as popular year-around as is black. 

Tapered toes are a “must” in every 
type shoe operation, all agreed, and 
the slimmer line is necessary. 

“The variety in lasts, toes, heels and 
texturing leaves no room for pro- 
moting colors,” said one manufacturer. 

Robert Oeflein, secretary-treasurer of 
the Ohio Shoe Travelers Club and 
representative of Nunn Bush, said 
men’s styles for fall feature narrower 
toes, the slim look, black color, and a 
combination of smooth and textured 
leathers in the same shoe. The em- 
phasis, he said, also is on two and 
three-eyelet patterns—a trend attri- 
buted to the desire for comfort, styling 
and lighter weight. 

The Ohio club said its spring show- 
ing will be held next November 10-11- 
12 in Deshler Hilton Hotel here. 

Other shows in the interim, spon- 
sored by local caravans, are set for 
Cleveland’s Hotel Statler, May 22-23- 
24, with 1200 retailers of the area 
invited; and Cincinnati’s Hotel Shera- 
ton Gibson, June 9-10-11, with 900 re- 
tailers of a tri-state Ohio-Kentucky- 
Indiana area on the mailing list. 


Chicago Surplus Stores 
Upgrades Its Shoe Lines 


CHICAGO—Expanded shoe operations 
are reported for the Great Chicago 
Surplus Stores, Sy Goldman, buyer, re- 
ports. He said also all shoe depart- 
ments now are on a self-service basis. 
The firm has four stores in the city of 
Chicago as well as several in outlying 
Illinois communities. 

The stores carry both branded and 
unbranded men’s, women’s and chil- 
dren’s shoes, as well as cancellations 
and job lots. Mr. Goldman reports 
that all lines have recently been up- 
graded. This has been particularly 
true of men’s work shoes which are 
now carried up to $16. 


Melville on School Committee 
New York — Ward Melville, chair- 
man of the board of the Melville Shoe 
Corporation, has been appointed chair- 
man of the Financial Advisory Com- 
mittee to the New York State Citizens 
Committee for the Public Schools. The 
Citizens Committee is a non-profit 
organization formed in 1952 to help the 
more than 1,000 communities strug- 
gling with critical school problems. 
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Obituaries 





Isaac C. Smashey 


SaLtem, N. J.—Isaac C. Smashey, 
who operated a shoe store for many 
years at 176 East Broadway, and who 
was mayor of Salem from 1911 to 1913, 
died here. He was 86 

Mr. Smashey and his brother, John, 
operated the shoe store in Salem and 
also established a shoe business in 
Bridgeton, N. J. John Smashey died a 
number of years ago. 

Mr. Smashey sold the Salem shoe 
store to Paul C. Batten and the late 
Challis S. Hoffman, Sr., in 1931, but 
bought it back in 1947 on the death of 
Mr. Hoffman and closed it in 1948. He 
later leased the store to the Woolworth 
Company. 

His widow, Mrs. Ella Smashey, is his 
only immediate survivor. 


Jesse L. Patton 


ScHENECTADY, N. Y.—Jesse L. Pat- 
ton, 87, died in Ellis Hospital after a 
long illness. A shoe merchant most of 
his life, he was co-owner with Mason 
W. Hall, a boyhood chum, of the former 
Patton and Hall shoe store which until 
a few weeks ago was at 245-247 State 
Street. 

The partnership was formed May 1, 
1893, and remained unchanged as re- 
sult of a boyhood pledge. It was 
Schenectady’s oldest shoe store and 
always occupied the same premises. At 
one time there were six branch stores. 

Mr. Patton was educated in Amster- 
dam schools and moved to Auburn in 
1889 to clerk in a shoe store there. 
Mr. Hall followed him there. Four 
years later the boyhood friends opened 
their store at 245-247 State Street. Mr. 
Patton remained active in the store 
until he was past 85. 

Survivors include Charles G. Patton, 
who had been associated with the shoe 
store; a daughter, Mrs. Hugh K. 
Wright, Lawrenceville, N. J.; three 
grandsons, John L. Patton, Cincinnati, 
and Hugh K, Wright Jr. and Peter G. 
P. Wright, both of Lawrenceville, and 
three great-grandchildren. His wife 
was the late Mrs. Ritie Van Vranken 
Patton whom he married May 3, 1889, 
and who died nine years ago. 


Mrs. Anna Koch 


New York—Mrs. Anna Koch, who 
with her husband, Ferd I. Koch, were 
active for many years in securing sup- 
port from the shoe industry to aid the 
speech clinic for retarded children at 
Flower-Fifth Avenue Hospital here, 
has died. 

The Lena Invalid Aid Society, which 
carried on this work, received support 
from Greater New York, New England, 
Baltimore, St. Louis, Akron, Chicago, 
Los Angeles and Cincinnati shoe manu- 
facturers as well as national chains of 
shoe stores and shoe wholesalers. 

Mrs, Koch had been a member of 
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the society for 61 years. The couple 
recently celebrated their 55th wedding 
anniversary. 

Mr. Koch, now 83, is believed to be 
one of the oldest retail shoe salesmen 
in the city. Though officially retired 
now he had been working part-time and 
sometimes full-time, for Simco Shoes 
and the Miles Shoe Company. 

At the age of 75 he climbed ladders, 
lugged cartons up and down stairs and 
sold as many as 60 pairs of shoes per 
day. 
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Mrs. Koch, is survived, beside her 
husband, by her son, Leonard J. Koch. 


Ben Berk 


St. Louris—Ben Berk, regional direc- 
tor of the Boot and Shoe Workers 
Union, with headquarters in St. Louis, 
died May 1 in Jewish Hospital of 
Leukemia. 

Mr. Berk, 56, was a native of Brook- 
lyn, N. Y., and came to St. Louis in 
1941. Besides regional director, he also 
served as a member of the union’s board. 

Survivors include his widow, Dorothy, 
and a son, Michael. 


the 


...and this is only a limited showing of 
the many shoes in our Fall line that have 
been the talk of the shoe shows from 


border to border and coast to coast. 


To 


see the complete Step Master line, wire, 


write, or phone for a representative. 


“BUDGET PRICED RETAILERS !” 


“SMART, FAST- SELLING 
PARTY SHOES” 
Neolite Soles 


4 
8% -12... 
12% -4. 


+395, 5595 


“BIGGER and BETTER LINE 
OF BONWELTS” 


2619 — Black; 4619 — Brown; 
8619 — Red, 

, D, 8% -12, $3.10 
C, 12% -4, $3.60 


2640 — Black; 
4640 — Brown; 
8640 — Red, 

A, B,C, 12% -4, 
$3.60 





STEP MASTER SHOES, INC. 


Black Patent 
, 4-8; 8%-12; 
,D,12%-4 


5436 — Black Smooth 
B, C, D, 8% -12; 
A, B, 


C,D,12%-4 


“NEW SPECIAL FEATURE 
SHOES FOR ALL AGES” 


4891—Brown scuff proof tip, 

moc toe, B. F. Goodrich soles. 4 
B, C, D, 5%-8, $2.50; 

8%-12, $3.10; 

12%-4, $3.60 


e GREENUP, ILL. 
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Matthew B. Adrian 


MILWAUKEE — Matthew B. Adrian, 
inventor of fluoroscopic X-ray machines 
for fitting shoes died here of a heart 
ailment. He was 71, and was a patient 
at Sacred Heart sanitarium. 

He was a professional boxer, and a 
blacksmith before he developed his 
original shoe fitting X-ray machine. 
In 1917 he applied for his first patent 
and formed the Adrian X-Ray Manu- 
facturing Company. He later became a 
partner in the X-Ray Shoe Fitter, Inc. 

In 1939 he left the shoe fitter firm 
to branch out into the development of 
industrial X-ray equipment. At the 
time of his death he was a senior 
partner in the M. B. Adrian & Sons 
Co., Milwaukee. The firm specialized 
in manufacturing X-ray inspection 
equipment for the food packaging and 
automobile tire manufacturing field. 

Survivors are his widow Margaret; 
two sons, Donald, Milwaukee, and Ray- 
mond, Waterford, Wis.; three brothers 
and three sisters. 


Francis W. Simmons 


ToLepO—F rancis W. Simmons, 82, a 
retired Toledo shoe manufacturer, died 
at his home in Buffalo, N. Y. 

Mr. Simmons was born in Toledo. 
His father, William H., founded the 
Simmons Boot and Shoe Company here 
in 1870. The company manufactured 
shoes in Rockland, Mass., and had 
wholesale outlets here and Columbus. 


Mr. Simmons was president of the 
organization for more than 35 years 
and on his retirement in 1925 the com- 
pany was liquidated. 

He was a graduate of Yale Univer- 
sity and prior to his residence in Buf- 
falo, lived in California. He left To- 
ledo in 1950. 

Surviving are his widow, Stella A.; 
daughters, Mrs. Jane Porter and Mrs. 
Mary Trimper, all of Buffalo, and a 
son, John W., of Canton, O. 


Joseph Berig 


BrRockToN, Mass.—Joseph Berig, 
who had been associated with the 
Stone-Tarlow Company here since 
1918 as clerk of the corporation, died 
at the age of 71. In addition to his 
duties as clerk of the corporation, Mr. 
Berig traveled with the Stone-Tarlow 
line in New York City and part of 
New Jersey, in which territory he was 
one of the best liked salesmen on the 
road. 

Mr. Berig is survived by his widow, 
Mrs. Gertrude Berig; and one daugh- 
ter, Mrs. Eleanor Bloom. 


Max Heller 


MILWAUKEE—Max Heller, who had 
operated the Heller Shoe Store on 
Milwaukee’s south side since 1929, died 
here May 4th, following a brief illness. 
He was 70. 

Survivors are his widow, Lena, and 
five daughters. 


Dallas Shoe Show, Plus Rain, 
Biggest Draw in Five Years 
[CONTINUED FROM PAGE 65] 


popular. Brown also continued popular 
with red predominant in the splashy 
colors. Fabrics went very well. 

The trend toward higher-priced chil- 
dren’s shoes continued with a surprising 
sale of high styling in children’s lines. 

There was a noticeable trend toward 
buying of “makeups” in men’s shoes. 

Southwestern Shoe Travelers Associ- 
ation veteran exhibitors said there 
never had been a year like this one for 
buyers to change lines. 

As is always the case at the Dallas 
show there was a brisk business in cas- 
uals particularly those styles designed 
for indoor-outdoor living. 

Speaker at the semi-annual Monday 
breakfast was Dr. Kenneth McFarland, 
education director for General Motors 
who followed the custom of not dis- 
cussing the shoe business in his address. 
The Tuesday night dinner-dance was 
also well attended. 


Dior Shoe Delivery, August 


NEw York — Retail prices for the 
new fall collection of Christian Dior 
Shoes will start at $23.95. The basic 
pump will retail for $21.95. A group of 
Christian Dior shoes, hand made in 
Paris, will retail from $75 to $200. These 
French-made shoes will be delivered in 
August. 














No. 9000 


Piump, supple calf vamps 


with glove-like kid tops. 
Leather linings throughout 
for additional comfort. 
Flexed oak insoles and 
outsoles. 


Cost to you 


WORLD’S LARGEST BOOTMAKERS 


the brand of didlinckion Un bosti 
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WELTS 
In Stock 





... $8.35 


$5.15 net. 


ACME BOOT CO., Inc. 
Clarksville, Tennessee 











WHITE BUCKS—Year ‘Round | 


FOOT KING® 


GOODYEAR 


WHITE BUK, thick RED SOLE. Men's sizes 6-12 B, C, 
D, E 429170. 
Widths B, C, D, E 4427170. Price $4.40 net. GENTS’ 
sizes 8!/,-3, Widths B, D #422170. Price $3.70 net. 
"DIRTY" BUK (Natural Brushed Leather), THICK 
RED SOLE. Men's sizes 6-12 D Width. 729168. 


DIRTY BUK with BLACK CREPE SOLE. Men's 
sizes 6-12 D Width. +29169-1. Price $5.40 net. 


FOOT KING means BUSINESS 
A. S. KREIDER & SON CO. Dept. 61 PALMYRA, PA. 


#29170 

B, C, D, E 
Sizes 6-12 
Price $5.15 net 


Price $5.15 net. BOYS' sizes 1-7, 
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Above is the memory drum which stores information on thousands of style-size- 
color combinations. It spins at 1300 RPMs and is the heart of a teleregister mag- 
netronic inventory control system, which speeds processing and production planning. 


WATERTOWN, MAss. — An automated 
inventory control system, said to be 
the first in the rubber industry, has 
been installed by the B. F. Goodrich 
Footwear and Hood Rubber Company 
at their home office here. Not only does 
the system reduce from days to min- 
utes the taking of inventory but it also 
serves as a guide to the production de- 
partment and speeds up the processing 
and filling of orders. 

Actuating this system, of which 
there are several parts, is an elec- 
tronic “brain,” actually a magnetic 
storage drum, into which is fed daily 
all detail of production going into 
warehouse inventory as well as details 
of orders received or orders released 
for shipment. 

From that point on, other ingenious 
devices take over. In addition to the 
“brain” there is a computer device 
which extracts information from the 
“brain” and flashes the answers on a 
“tote board” in front of the operator. 

If, for instance, the inventory con- 
trol department receives word that a 
certain number of red canvas oxfords 
has been completed by the factory and 
in what quantities by sizes, the com- 
puting device calls on the “brain” for 
all sizes of the same style already in 
stock, adds these to the just-completed 
lot, and shows the totals, also by sizes, 
on the illuminated “tote board” which 
resembles a retail store size sheet. 

At a press conference, Raymond H. 
Blanchard, president of the two com- 
panies, which are divisions of The B. 
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By the touch of a button on this tele- 
register keyset, the operator can ascer- 
tain the warehouse inventory on any of 
the items appearing on the shipping order 
she holds in her hand. The information 
is flashed to her instantaneously on the 
indicator board in the background. 


F. Goodrich Company of Akron, O., 
explained the value of the new auto- 
mated system. 

“By providing inventory and com- 
mitted order information in minutes 
instead of days,” he said, “the system 
makes it possible to reduce the ware- 
house inventory necessary to fill our 
orders. Instead of manufacturing and 
carrying in stock every variation in 
style, size and color of a particular line 
of footwear like Sun-Step casuals for 
women, it is now possible to balance 
inventory against committed orders and 


reduce the variables in manufacturing 
to the styles, sizes and colors necessary 
for immediate commitments. 

“Information thus placed at our 
fingertips will enable us to plan our 
production according to the urgency 
of current demands. The production 
planners then will not have to run the 
risk of scheduling manufacturing to 
meet apparent shortages that may not 
actually occur for several months 
hence. 

“This will help us level off the peaks 
and valleys in our manufacturing op- 
erations, so that we will not need to 
schedule rush production for items that 
suddenly appear in short supply, but 
whose shortage actually could have 
been forecast three, four or five weeks 
previously. In other words, this sys- 
tem, when fully utilized, can save time 
and money and enable us to better 
serve our customers.” 


Life Stride-Westport 
Announces New Territories 


St. Loutis—The recent consolidation 
of Life Stride and Westport divisions 
of Brown Shoe Company has resulted 
in new sales territories to coordinate 
with the expanded operations. 

Joe Bradley, division sales manager, 
has announced the following salesmen 
will cover these territories for Life 
Stride: 

George Barnett, southern California; 
Steve Barry, Delaware, Maryland, Dis- 
trict of Columbia and southeastern 
Pennsylvania; Wilford Buckler, Vir- 
ginia and western Pennsylvania; M. R. 
Collins, Idaho, Washington and north- 
ern Oregon; John Connor, Connecticut, 
Maine, Massachusetts, Vermont, New 
Hampshire, Rhode Island and northern 
New York; Lynwood Conrad, Florida 
and southern Georgia; Frank Flood, 
Michigan; Phillip Fried, southern New 
York, New Jersey and northeastern 
Pennsylvania. 

L. A. Gerland, northern Georgia, 
North Carolina, South Carolina and 
eastern Tennessee; W. G. Hunt, Ar- 
kansas and Oklahoma; J. G. Johnston, 
Montana, Wyoming, Utah and western 
Colorado; Max Kirk, Alabama and 
western Tennessee; R. T.: McCrary, 
eastern Texas and Louisiana. 

James McKenzie, Illinois; Gerald 
Morris, Missouri; Michael Murphy, 
Mississippi and the Memphis trade 
area; Paul Mutshnick, Milwaukee and 
Chicago trade areas; Andrew Norman, 
northern Ohio. 

Robert Norrell, eastern Colorado, 
Kansas and Nebraska; Lloyd Premac, 
southern Oregon, northern California 
and Nevada; Hugh Smeltzer, Indiana 
and Kentucky; Ivan Stone, Arizona, 
western Texas and New Mexico; Roy 
Stone, North Dakota, South Dakota, 
Minnesota and western Iowa; Robert 
Sullivan, southern Ohio and West Vir- 
ginia; C. A. Witosky, Sr., portions of 
Nebraska, Iowa and Minnesota; C. A. 
Witosky, Jr., eastern Iowa, Wisconsin 
and parts of Michigan. 
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Sbicca Factory Opens Outside Los Angeles 


Machines and tools in precise and orderly array help speed production at the new 
Sbicca of California plant. 


EL MONTE, CALIF.—‘The largest and 
most modern shoe factory in the West” 
is the claim made for their new plant 
by the Sbicca brothers, Frank, Peter, 
and Arthur. Located in El Monte, man- 
ufacturing suburb of Los Angeles, and 
just a few blocks from the freeway, it 
offers a central location. 

The plant has 40,000 square feet of 
production area, plus another 12,000 
feet of office space. It employs more 
than 400 workers while rush periods 
find another 100 added to the payroll. 

Working areas present the sight of 
a forest uf machinery. More than 100 
stichers alone are lined up in one cor- 
ner like a squadron of soldiers. 

The line to be produced in the new 
plant ranges from casuals and pool 
shoes through high-fashion. All are de- 
signed to retail in the $10.95—$16.95 
bracket. 

The new plant has been designed to 
take advantage of straight-line produc- 
tion methods. Machinery and working 
areas are arranged around the perim- 
eter of the building and shoes in pro- 
duction flow with a minimum of travel 
distance. 

In the center of the large one-roomed 
plant rises an elevated office area, 
completely glassed in, for production 
heads and foremen. A glance out of 
the windows in any direction permits 
foremen to spot any interruption in 
flow. 

The Sbicca brothers acted as their 
own designers, architects, and general 
building contractors. The building 
spares nothing in an effort to provide 
comfortable and efficient working con- 
ditions. It is entirely without windows. 

An air conditioning and heating 
plant provides cooled or warmed, fil- 
tered and washed air to every portion 
of the building. There is even piped-in 
music to make a relaxed working at- 
mosphere. 

The plant is located on an eight-acre 
parcel of property. Much of the peren- 
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nial “help problem” has been solved by 
the new location, since a great many 
workers live in the area and find it a 
convenient location, close to home. 

The Sbicca family originally pro- 
duced footwear in a small plant in 
Philadelphia as early as 1920. In 1943 
it came west and opened a plant in 
Los Angeles. It operated on both sides 
of the continent until 1948, when the 
eastern holdings were sold and it con- 
centrated on expanding the western 
plant. 


Factory Management Event 
Supports Broader Training 


New YorK — The Factory Manage- 
ment Conference, beginning as a fertile 
vehicle for broadening the flow of tech- 
nical information in the shoe industry, 
has evolved to the point where a much 
broader management training program 
is needed. 

According to Nathan Stix, chairman 
of the Factory Management Conference 
committee and vice-president of the 
United States Shoe Corporation, the 
scope of the meetings and exhibits have 
expanded beyond expectations. 

He said the new outlock will em- 
phasize a program, so integrated over 
the years, that it will provide basic fac- 
tory management training for present 
and future operating personnel. 

Gordon Carson, dean of Ohio State 
University’s School of Engineering, and 
once secretary of the Selby Shoe Com- 
pany, has been retained by the confer- 
ence to assist in planning the program 
for the 1958 sessions. 

Mr. Stix appointed these group chair- 
men for the 1958 conference: men’s 
sessions, Jack Heald, Stetson Shoe Com- 
pany, South Weymouth, Mass.; Wo- 
men’s sessions, Robert H. Axline, Brown 
Shoe Company, St. Louis; children’s 
sessions, Lucian D. French, Charles 
Cushman Company, Auburn, Me. 

The 1958 conference will be held Feb- 
ruary 15-18 at the Netherland Hilton, 
Cincinnati. 


Joyce Begins New Plant 
In Columbus, O., in July 


CoLuMBus, O.—The U. S. Shoe Cor- 
poration, Cincinnati, has decided to re- 
tain its Joyce casual women’s shoes op- 
erations in Columbus, despite an order 
to sell its plant at 627 West Mound 
Street and get out of the way of the 
expressway route. 

“For a time, we thought we would 
have to move out,” conceded Robert 
Stix, Joyce division executive. “But we 
wanted to stay in Columbus. After 
weeks of search and many disappoint- 
ments, we located a 1l-acre tract along 
Alum Creek Drive in southeast Colum- 
bus, with both sewer and water ser- 
vices.” 

The company said it would build a 
one-story, 37,000 square feet plant at 
a cost of approximately $350,000 to 
increase production a third. 

Present production is at a 2,300- 
pair-a-day rate with 250 employes, 
Columbus plant manager G. E. Pease 
said. The production rate at the new 
plant will be 3,000 pairs a day, with 
substantially the same labor force. 

Construction is expected to start in 
July and the company hopes to move 
early next year. 

Decision to expand production at the 
Columbus plant will have no effect on 
other operations, an official said. 

The parent firm operates 10 facto- 
ries in Ohio, Indiana and Kentucky, 
produces about 23,000 pairs of Joyce 
and Red Cross shoes a day and last 
year did approximately $40 million 
worth of business in a manufacturer- 
to-retailer distribution arrangement. 

Joyce and Red Cross plants are 
located in Columbus, Cincinnati, Chilli- 
cothe, Greenfield, Harrison and Ripley, 
O.; Vanceburg, Ky.; and Crothersville, 
Vevay and Madison, Ind. 


Comerio Shoe Is Fourteenth 
Shoe Factory in Puerto Rico 


New YorkK—Comerio Shoe Corpora- 
tion, subsidiary of Evy Footwear, Inc., 
Brooklyn, N. Y., has begun operations 
at its 23,000 square foot plant in 
Comerio, Puerto Rico. The factory will 
make women’s shoes for the U. S. 
market with an anticipated annual out- 
put of $2,000,000. 

The new, improved Comerio suc- 
ceeded in attracting the Evy Footwear 
expansion, through the Common- 
wealth’s Economic Development Ad- 
ministration. Comerio Shoe will em- 
ploy 250 workers at an annual payroll 
of $375,000. 

EDA economists pointed out that 
“the shoe industry is rapidly becoming 
aware of Puerto Rico’s locational ad- 
vantages. 

“Since 1950, the number of footwear 
manufacturers in Puerto Rico has 
risen from 2 to 14.” 

The most recent audit shows profits 
in the industry at an average 11 per 
cent of net sales, well ahead of similar 
operations in the U. S. 
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boots 
















Made to specifications of 
official drill teams and 
bands. Top quality — made 
on boot lasts. 












7-8... ..$3.90 
5121—Sizes 8!/2-12. .$4.10 
5222—Sizes 12!/2-3. .$4.35 
5323—Sizes 4-9 

price $4.80 


5111—Sizes 








Sen of Ripple Sole Officer 
Commissioned in U. S. Navy 


DETROIT — James Arthur Hack, son 
of Lt. Col. Morton Hack, vice-president 
of the Ripple Sole Corporation here, 
has been commissioned an ensign in the 
United States Navy. On May 3 he 
graduated from the Officer Candidate 
School at Newport, R. I. 





te 


JAMES A. HACK 


Ensign Hack is the grandson of 
Nathan Hack, inventor of the Ripple 
sole and founder of the company. He 
graduated from the University of 
Michigan in 1956 following which, and 
until he entered Officer Candidate 
School, he was associated in business 
with his father. This is an association 
which he expects to continue upon com- 
pletion of his tour of duty. 
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Tassels, 25¢ pr. 


BERNED SHOE COMPANY 


207 Essex Street, Boston 11, Massachusetts 





No Service 
Charge for 
Small Orders 


Extra Colored 
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CE. 1-4898 
“WHILE IN TOWN SEE WEIL” 
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The total sales...NOT the kind 
of sales determines the overhead 
expense or COST 
OF DOING BUSINESS. 

















sells large quantities of 
quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 

























shoe company 


nie ton Ave., St. Louis 3, Mo. 
CE. 1-3762 


Quality Shoes Since ‘32 
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International Shoe Integrates 
Sundial and R J & R Divisions 


St. Louis—Two divisions of Inter- 
national Shoe Company, Sundial Shoe 
Company and Roberts, Johnson & Rand 
Shoe Company, have been integrated, 
company spokesmen have announced. 
Sundial becomes the northeast sales 
division of Roberts, Johnson & Rand 
under the integration plan. 

Joseph McCarthy, head of the Sun- 
dial division, will head the northeast 
sales division, which covers most of 
New York state, New England, New 
Jersey and Pennsylvania as far as Har- 
risburg. 

Under the revised set up, Sundial 
sales representatives have been inte- 
grated into the Roberts, Johnson & 
Rand northeast sales division with the 
exception of about 10 salesmen who 
have been realigned into other divisions. 

Manchester, N. H. will be headquar- 
ters of the northeast sales division of 
Roberts, Johnson & Rand, which now 
has complete nationwide distribution. 
Brands include Trim Tred, Poll Par- 
rott, Rand and Star Brand work shoes. 


Lloyd Advertising Moves 


Boston — Lloyd Advertising, Inc., 
has moved to expanded offices in a new 
location at 9 Newbury Street, this city. 
Lloyd has recently been appointed ad- 
vertising counsel for Honeybugs slip- 
pers by BGS Shoe Corporation of Man- 
chester, N. H. 


International Names Brannan 
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Accounts Payable Manager 


St. Louis—William E. Brannan has 
been appointed manager of the accounts 
payable department of International 
Shoe Company, succeeding the late 
Walter May. In his new post, Mr. 
Brannan will supervise payment of all 
the company’s bills outstanding. 








































WILLIAM E. BRANNAN 





Mr. Brannan, who will assume his 
new duties immediately, had been as- 
sistant manager of the department 
prior to his new appointment. He be- 
gan his career with International in 
1929 as a clerk in accounts payable. 

A veteran of World. War I, Mr. Bran- 
nan had been employed by the Carrol- 
ton Dry Goods Company previously. 
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Kivie Kaplan Establishes ‘210’ Endowment 


Kivie Kaplan, left, presents check for $10,000 to George Dempsey, center, and 
Paul O. MacBride. 


Boston — As part of the current 
drive to raise $4,000,000 for The 210 
Associates Charity Trust, Mr. and Mrs. 
Kivie Kaplan of Chestnut Hill, Mass., 
have established the Emily R. and 
Kivie Kaplan Endowment Fund with 
an initial contribution of $10,000. Mr. 
Kaplan is treasurer and general man- 
ager of the Colonial Tanning Company, 
and president and general manager of 


Colonial’s subsidiary, the Hartnett 
Tanning Company. Announcement of 
this new endowment was made by 
George Dempsey, president of 210. 
Paul O. MacBride, who heads the 
Milford Shoe Company and is also 
chairman of 210’s endowment fund 
drive, said that Mr. Kaplan had origi- 
nated the idea of building up within 
the 210 Associates an endowment fund 


sufficiently large to care for the ever- 
increasing number of relief cases 
handled by the association’s Chairity 
Trust. 


Shain & Company Elects 
DeFred G. Folts President 


Boston—DeF red G. Folts, Jr., has 
been elected president of Shain & Com- 
pany, a leading Boston converter and 
distributor of shoe fabrics and meshes. 
Lawrence F'. Carboney has been named 
secretary. Both men were formerly 
associated in executive capacities with 
General American Industries, Inc., 
formerly American Hide and Leather 
Company, of which Shain & Company 
is a subsidiary. 

Mr. Folts joined the executive staff 
of American Hide and Leather in 
August, 1949. 


Walkey Seriously Ill Abroad 


NaTic, MaAss.—Word has reen re- 
ceived here that Russell A. Walkey, 
chief of the Footwear and Handwear 
Branch, Quartermaster Research and 
Development Command, is seriously ill 
in England. He suffered a cerebral 
thrombosis on May 5 and was taken to 
the 7520th Third Air Force Hospital 
near London, where he has since shown 
some improvement. 

Mr. Walkey became ill while engaged 
in footwear research work abroad. He 
is expected to be able to return to the 
U. S. sometime early in June. 








QUALITY— 
at popular prices 


Where else can you find 
such a complete |N- 
STOCK 
ity, feature construction 
shoes . to retail 
from just $9.95? Write 
for CUSHIONIZED 
BELLAIRES In-Stock 
Catalog today! 


line of qual- 





CUSHIONIZED BELLAIRE SHOE CO. 


Division of Holmes Stickney, Inc. 
MAINE 


PORTLAND, 


Brown, Blue, Red and Beige. 
IN-STOCK—4-10, AAA-EEE 








\ SLACKTATORS. 


now available in 
3 WIDTHS 


WELLCO SHOE CORP WAYNESVILLE, N.C. 
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COAST BALLETS 
and BALLERINAS 





“WINNER™ 


Style 9460—White 
Glove. Also in Black, 





FINEST BALLET 
ON THE MARKET 
FEATURING THE "NO BUMP” 
SOLE—ALL COLORS— 
M-N WIDTHS IN STOCK 
MADE IN HOLLYWOOD 
SAME DAY DELIVERY 


PRICES AND SAMPLES ON REQUEST 
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COAST BALLET MFG. CO. 


5104 SANTA MONICA BLVD., HOLLYWOOD 29, CALIF. 
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Bata Shoe’s Mr. Solomon Eyes Retirement | The Label with 


ak 


Retiring this fall after serving the shoe industry for almost 60 years, Sam Solomon, 
right, has just received gold watch from V. E. Schmidt, center, president of the 
8ata Shoe Company, for whom Mr. Solomon was Midwestern representative. Bata 
gave a cocktail and dinner party in honor of Mr. Solomon recently at the Waldorf- 
Astoria. Mrs. Solomon, left, will accompany her husband on extensive travel tours 





@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 














Splett Retires from Midwest 
Gerberich-Payne Territory 


Mount Joy, Pa.— Albert F. Splett, 
one of the best know boys’ shoe sales- 
men in the country, and associated with 
the Gerberich-Payne Shoe Company 
since 1928, has retired from active 
supervision of his territory — princi- 
pally Illinois, Indiana, Wisconsin, Mis- 
souri and Minnesota—it was announced 
by Clyde E. Gerberich. 


AL SPLETT 0. B. HEATON 


Mr. Splett will continue to advise his 
successor for some time, but the area 
has been officially transferred to O. B. 
Heaton, who worked for Marshall Field 
in Chicago for 19 years, during which 
he progressed from a position as shoe 
salesman to that of merchandising the 
large children’s shoe department of 
that firm. 

For the past twelve years Mr. Hea- 
ton has been representing several firms 
in the Southwest. He represented 
Oomphies in Dallas, Tex., for 10 years. 
In 1955 he joined the General Shoe 
Corporation as the Mannequin repre- 
sentative. He is a past president of the 
Southwestern Shoe Travelers. 

Mr. Gerberich said Mr. Splett and 
Mr. Heaton have been intimate friends 
for 30 years. He said the selection 
required much thought and that it was 
difficult to “select one to replace such 
a man as Al Splett.” 
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Prahl Will Direct Research 
For Compo Shoe Machinery 


WALTHAM, MAss. — Frederick A. 


Prahl, Jr., has been appointed director 


of research and development for Compo | 
Shoe Machinery Corporation, it was | 


announced by John F. Smith, Compo 


president. Under his direction, Mr. | 
Smith said, the company intends to | 
expand its research and development | 
activities on shoe machinery and proc- | 






FREDERICK A. PRAHL, JR. 


esses affecting shoe production. 
Prior to joining Compo’s executive 


staff, Mr. Prahl was a director and | 


vice-president of the Bradley Container 
Corporation of Maynard, Mass. In the 
latter capacity he was responsible for 
all technical phases of the company’s 
operations. 

Prior to his association with Bradley, 
he had held a succession of posts with 
the United Shoe Machinery Corpora- 
tion which he left to become general 
manager of Production Methods, Inc., 


of New York. In 1946 he returned to | 


United as executive assistant to the 
vice-president in charge of research 
and development. 


Mr. Prahl is a graduate of the Mas- | 


sachusetts Institute of Technology. 


| 
| 


ALWAYS 
A STEP AHEAD 


BLUM SHOE MFG. CO. 


leathers. Want the very 
cream of calfskin— 

smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


BARRETT & COMPANY, | 
NEWARK, NEW JERSEY 





Popular priced 


slippers for men, 


women and 
children. 


Hit styles in 
high fashions. 












NC, 






















DANSVILLE, N.Y. 
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SHOWER SHOES 











MEN'S, LADIES’, BOYS’, GIRLS’ 


SHOWER 
. CLOGS 


-~j POPULAR PRICED 


STAPLE YEAR "ROUND SELLER 
SEND FOR CATALOG OR JOBBER'S NAME 








‘WOODSCO, Inc.°™oitio" 








JOBS 





For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Brands _ Lowest Prices 


Largest Stocks All Price Ranges 


he h a 
MOSINGER-COHN 


Q St louis 3, Me 











BOX HANDLERS 








Potented 


shelves and return the empty boxes upside down. 
No climbing, no falls, no wasted energy. Lon 
Arms with 24", 30", 36", 48", 60" handies—$3.50; 
with 72" handles, $4.50. Postage prepaid in 
USA. Specify handle lengths desired and if for 
men's or women's boxes. Your jobber or 


CARL BEEMAN 
Ceder Heights Road 
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Stamford, Conn. 


Naturalizer and Risque Units 
Change Territory Personnel 


St. Louis—Jack Gow has been ap- 
pointed sales representative for the 
Naturalizer division of Brown Shoe 
Company, covering the state of Illinois. 

The announcement was made by J. G. 
Helmbacher, Naturalizer sales manager. 

Mr. Gow has wide experience in the 
shoe industry. He spent five years as 
the Midwest representative for Hill and 


ite 


JACK GOW RALPH B. HEDRIC 


Dale shoes, and four years with the 
women’s division of Florsheim Shoe 
Company, covering St. Louis, L[llinois, 
Indiana and parts of Ohio and Pennsyl- 
vania. 

Risque division of Brown Shoe Com- 
pany, with the addition of a new sales 
representative to its organization, has 
revised its territorial assignments. 

Ralph B. Hedric has been appointed 
new sales representative for the divi- 
sion, according to Archie Bregman, 
sales manager. Mr. Hedric, Springfield, 
Mo., will cover the southern Midwest, 
including Arkansas, Kentucky, Missis- 
sippi, Oklahoma, and portions of Illinois, 
Missouri and Texas. 

The new salesman has been associated 
with the shoe business since 1932 at 
both wholesale and retail levels. He 
most recently traveled for Craddock- 
Terry, and has had retail experience 
with the B-B Shoe Company of Spring- 
field. 

In the revised territorial assignments 
for Risque, Thomas Baker has Indiana, 
Minnesota, North Dakota, Wisconsin, 
illinois, Michigan and South Dakota. 
Ed Hemphill will handle Louisiana, 
New Mexico and Texas. Richard Con- 
nor will continue in Colorado, Iowa, 
Kansas, Nebraska, Wyoming, Rapid 
City, S. D., and parts of Missouri. 

Stephen Lukas has Idaho, Arizona, 
California, Montana, Nevada, Oregon, 
Utah, Washington, Alaska, British Co- 
lumbia, Hawaii and western Canada. 

Mack Seely will cover Alabama 
Florida, Georgia, North Carolina, South 
Carolina and Tennessee. 

Robert Goldman wili represent Risque 
in Ohio, Virginia, West Virginia, and 
portions of Pennsylvania and New 
York. Robert Rosen will continue to 
cover Delaware, Maryland, New Jersey, 
District of Columbia, Cuba, Latin Amer- 
ica, eastern Canada, Boston, and parts 
of Pennsylvania and New York. 

Philip Eisen has Connecticut, Maine, 
New Hampshire, rhode Island, Ver- 











Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


a A aa [ S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N.Y. 7 + WO 2-5180 





SHOWER SANDALS 








HOT Weather Special 


™ "Feather Light" 


Comfortable, 100% waterproof, 
Prevents slipping. 5 colors with white stitch- 


washable. 

ing, Grosgrain edge. 3 sizes, S-M-L, Men's 

and Women's. Packaged in polyethylene bags. 
SPECIAL: 36 pair package. Assorted 
colors and sizes. Only $21.60 prepaid 
shipping when check accompanies order. 


STAHMER SHOE CO.*vENroRT ». 











mont, Massachusetts, and parts of New 
York. Archie Bregman handles all ac- 
counts in Chicago, Detroit and St. 
Louis. 


Warren S. Lane Resigns 
As Plymouth Sales Manager 


Warren S. Lane, who has resigned his 
position as sales manager of the Ply- 
mouth Shoe Company of Middleboro, 
Mass., to become vice-president in charge 
of sales for the Howard & Foster Shoe 
Company of Brockton. 


Boot and Shoe Recorder 











SALESMEN WANTED 





SALESMEN WANTED 





SALESMEN WANTED 














SALESMEN WANTED 


Carry Line Misses and Children's Pre- 
Welts and Cements, commission basis. 
Territories: Pennsylvania and Ohio. 


Reply to Box 965, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 








SALESMAN WANTED 
RESIDENTIAL NEW YORK STATE 


NEEDED: EXPERIENCED SALESMAN TO 
ee, ll we STABILIZED LINE OF WELL 
KNOW: N'S, WOMEN'S, AND CHIL- 
DREN' <. SHOES AND SLIPPERS. WE ARE A 
WELL ESTABLISHED FIRM. 








Reply to Box 990, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 





EXPANDING | “SAL ES ~ ORGANIZ ATION. 

Opportunity for experienced men by Manu- 
facturer of Women’s Medium Priced Shoes. 
Entire Line backed by an efficient in-stock ser- 
vice. Reply to Box 997, Boot and Shoe Re- 
corder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





FOR SALE 


FAMILY SHOE STORE IN RAPIDLY 
GROWING SUBURB OF SAN FRAN. 
CISCO, Established eight years; Good volume 
in Medium and High-Grade Name Brands. Will 
sell at Inventory cost and half cost of fixtures. 
Stock is very clean and current. Owner has other 
pressing interests. Reply to Box 981, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila- 
bets 9, Penna. 








CHILDREN’S SHOE STORE, West Los 
Angeles, California. Good opportunity, still 
growing; Excellent shopping center; clean stock; 
finest lines. Five year following. Okay for 
family store. Reply to Box 13, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





FOR SALE: JUVENILE SHOE STORE in 
100% Lecation, Maryland. Excellent opportu- 
nity. Women’s Line can be added. Real buy. 
Reply to Box 999, Boot and Shoe Recorder, 
mae & 56th Streets, Philadelphia 39, 
enna. 





F 1R SALE: ADRIAN SHOE X-RAY, very 
good condition. $100. KAY’S SHOE SHOP, 
417 South raat Yonkers, New York. 








SHOE STORE: WOMEN’S COMFORT AND 

CHILDREN’S REGULAR AND COR- 
RECTIVE: established two years; pays all ex- 
penses_ with excellent potential profits. Levit- 
town, Pa., area; Price $9,000. Includes $12,000 
inventory, plus $1,500 fixtures. Reply to Box 
10, Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





OR SALE: FAMILY | SHOE STORE, Vol 

ume around $50,000. Located South Jersey. 
Reasonable. Reply to Box 996, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





PREMEX X-RAY FITTING MACHINE, ex- 
cellent condition; reasonably priced. Write: 
—* SHOE "STORE, Columbus Grove, 


TERRITORY OPEN 


Full-time salesman wanted for 
Pittsburgh and Western Pa. ter- 
ritory, currently being covered on 
temporary basis from adjacent ter- 
ritories. Will carry full line of 
Dunham’s footwear, including 
TYROLEANS®, Silva-A-Line 
Gorilla work shoes, and other 
actively merchandised lines for 
the whole family. Excellent oppor- 
tunity. Address replies to A. T. 
Boman. 


DUNHAM BROTHERS COMPANY 


Brattleboro, Vermont 











S ALESMEN. WANTED: Volume Manufac- 
turer of Children’s Bonwelts and Compos with 
large in-stock oe has several attractive 
territories open. Contact at once KIDDIE 
Hed B SHOE COMPANY, Westminster, Mary- 
and. 





POSITIONS WANTED 








AVAILABLE TOP 
RETAIL SHOEMAN 


Are you looking for a man with proven ability? 
One who will put new life into your operations? 
One who will give you the benefit of 23 years’ 
experience in Merchandising, Display, Operational 
Bookkeeping, and etc.? Look no further, you have 
found your man. | am 38 years old, married, and 
have one child. Willing to go any place in the 
United States if the opportunity is right. 


Reply to Box 15, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 

















CHIROPODIST WITH EIGHT YEARS’ 
RETAIL SHOE EXPERIENCE desires 
connection with large Manufacturer. Will travel. 


What can you offer? Reply to Box 998, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





HELP WANTED 


ORTHOPEDIC SHOE FITTER: Fine Shoe 
Store in growing community 75 miles out- 
side New’ York City. Established 18 years, 
sells regular and Corrective Shoes, works closely 
with local doctors. Man must have knowledge 
of doctors’ shoe prescriptions and working 
with doctors. Must know men’s, women’s and 
children’s shoe fitting, be able to assume full 
store responsibilities. Not just a job but op- 
portunity to work into part ownership. Excel- 
lent outlook for right man. Salary arranged. 
All replies confidential. Write details to: Box 
14, Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








MERCHANTS’ NEEDS 


FOR RENT 








OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Prait St., Baltimore 1, Md. 


| SALESMEN WANTED 


To carry line of Children's Pre-Welts and 
Cements, Luther Brand, Stock and Make Ups; 
Commission basis. on be carried with 
non-conflicting Line. Established territories: 
Kentucky, Illinois, Mi i, Mi ta, lowa 
and Nebraska. 

THE KEPNER SCOTT SHOE CO., 

Orwigsburg, Pa. 











Reply, with references. 
INC. 





SHOE SALESMAN 
Wanted by Manufacturer 


Of Nationally advertised fine line of cog boa 
soles, first steps and walkers. Includes stron 
Spring and Summer sellers. Ideal 3 ms ay 
Attractive commission. Reply with references. 
Reply to Box 942, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 

















SIDELINE SALESMAN WTD. 








SIDELINE SALESMEN WANTED 


To carry Miller Shoe Tree and Cordo-Hyde 
Laces in Up-State New York, Pennsylvania, 
Virginia, West Virginia, Maryland, Delaware 
and Washington, D.C. Write: 


O. A. MILLER COMPANY 


Plymouth, New Hampshire 











DRAWING ACCOUNT AGAINST COMMIS 
SION available to right man not afraid of 
work, In-stock Line of Children’s Shoes, $3.00 
and $4.00 retailers. Western Pennsylvania, 
Ohio, Maryland, Virginias, and South. Appli- 
cants give phone number. Reply to Box 994, 
Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


S MART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size sam 
ples. Manufacturer offers highest commission. 
Reply to Box 556, Boot and Shoe Recorder. 
Chestnut & 56th Streets, Philadelphia 39, Penna 





LINES WANTED 


METROPOL ITAN NEW YORK AND NEW 
JERSEY. Well established manufacturer’s 
representative selling to department store, chain 
and independent shoe trade seeks in-stock line 
of men’s and boys’ shoes. Reply to Box 11, Boot 
& Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 

GGRESSIVE EXPERIENCED (10 

YEARS) Traveling Shoe Salesman; Age 37, 
seeking territory, including New York. Highest 
references. Reply to Box 12, Boot and Shoe Re- 
corder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 











GIVEAWAYS 





N®y- PREMIUM FOR OLDER CHIL. 

mis released. Write for details. 
BLOCH and Company, 1019 Euclid Building, 
Cleveland, Ohio. 


June 1, 1957 





68TH STREET AND BAY PARKWAY, 
Brooklyn, desirable corner store, with fancy 
windows. Good for shoe and wearing apparel. 
WISCONSIN 7-6240. 





ASYRSTISE WITH IMPRINTED PRE- 

MS, Pencil Boxes, Rulers, Comics. 
Calais on request. HECHT ADVERTIS- 
ING, 3074 Park Avenue, New York 51, N. Y. 
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Review of the 


Retail Trade 
[CONTINUED FROM PAGE 54] 


and open al] around are selling well. 
They are usually of Spring-o-lator con- 
struction. 

In men’s shoes, the moccasin toe 
dominates the field. There is much vari- 
ation of the motif; shantung inserts, 
perfs, contrasting leather or color— 
turn it any which way, it’s still the 
moccasin effect. It is often seamed 
with French seams; reversed stitching 
that gives a very, sleek, soft effect. 

The other sine qua non for men’s 
shoes is textured leathers. We would 
say that the bulk of shoes sold have had 
a graining in the leather of some kind. 
In most cases a very subtle one; coarse 
textures like the traditional Scotch 
grain are almost obsolete. 


The Effects of 
The Style Pendulum 


[CONTINUED FROM PAGE 59] 


meant some marked adjustments for 
the manufacturer. Although many do 
not like it, they admit that the trend 
is taking place. Their best solution 
has been in the extension of their fill- 
in service. This side of their opera- 
tion has been completely changed with- 
in the past two years. Factories that 
had practically none have added the 
service. Existing departments have 
been enlarged. Even fast novelty 
houses can give good fill-in and re- 
order service. 

One large manufacturer regards his 
fill-in service as the necessary pipe- 
line of supply to the retailer. He sees 
it as the only way in which the manu- 
facturer and retailer can get a turn- 
over. He reports that the initial buys 
of his customers are still the largest 
that they make for a season. However, 
as trends develop they are leaving 
themselves open for additions. This 
firm feeds these new styles to the cus- 
tomers via salesmen as the styles come 
out. This runs on the average every 
six weeks. 

One large casual shoe manufacturer 





DOO OX A OOOOO OOOO KY) 
TY MADE ! 96 te ees eee veeereeeeeee 
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mae BIG PROFITS 


IN STOCK SERVICE! 


#050 WALKER-MOC 
Soft chrome leather sole 
Color: White only 
Sizes: 0 to 6—whole and half 
sizes 

Retails profitably at $2.95 


BARRY MFG. CO. INC. 


8 SUMMER ST 


LYNN, MASS 


reports his instock department has 
more than doubled over a year ago. 
New styles are brought out every six 
to eight weeks and salesmen take them 
on the road on their regular trips. 
They are also introduced at regional 
shows. However, instock shoes are 
kept within a range of three colors 
or four at the most. Customers are 
encouraged to concentrate their initial 
buys in this range. Thus it is easy to 
fill in quickly and easily every week. 
There is a representative range of 
styles in the instock selection but con- 
centration is in the best selling num- 
bers. Customers are encouraged to 
follow this same pattern in buying. 
Many patterns are retained through 
several seasons with necessary changes 
in colors and materials. 

The trend even concerns some con- 
servative styles and basics. Some 
arch type manufacturers have as many 
sling pumps as they do gypsy ties and 
gore shoes. The medium heel con- 
tinues popular, despite the rise of the 
slim heel. There is a demand for con- 
stant style turnover in this division. 
Thus, even in this category, initial 
buys are limited and some variations 
made as the season progressed. 


Surface Interest 
Keynote at Milan 
[CONTINUED FROM PAGE 62] 


because very few manufacturers 
showed styles on U. S. lasts. This 
applied to women’s, men’s and chil- 
dren’s shoes but not to infants’. Most 
of the 60 or more shoe manufacturers 
in the fair were from the Milan area, 
with some as far north as Belluno and 
Dolo (Venice). Only Florence in Cen- 
tral Italy offers a really wide range of 
styles on American lasts. 

The pointed toe was featured very 
strongly. Pumps were predominantly 
closed and craftsman-tailored. Heels 
were slim and often dressy. Lower 
heels were also strongly promoted. 
Many were of the full-breasted Louis 
variety and all had a degree of rounded 
taper, not excluding half-inch “babies.” 

Men’s shoes were colorful and fiex- 


ible, with rounded and square toes 





WANTED TO PURCHASE 








TOPPS PAYS THE TOPS 


We retail our shoes and can pay top 
dollar for men’s, women’s and chil- 
dren’s shoes. Complete shoe stores con- 
sidered. 

TOPPS SHOE STORE 

4112 BERGENLINE AVE. 
UNION CITY, N. J. UNion 3-6413 














MERCHANTS’ NEEDS 








/Ntats ND Uloas 


FOR VOUR 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores 
cities you want to see ofr 
leave the selection to our ad- 
vertising staff. 


= 
VINCENT EDWARDS & CO. 
World's largest advertising 
service organization 
342 Madison Ave. 
New York City 














coming more into the picture. Styles 
are still largely characterized by 
pointed toes. Elio of Luino had a 
number of: interesting casuals such as 
a slip-on covered entirely with green 
suede, showing neither leather heel nor 
sole. He also had sleek ties—on Amer- 
ican lasts—having smooth quarters and 
basket-weave aprons. 
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IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 








Boot and Shoe Recorder 











WANTED TO PURCHASE | WANTED TO PURCHASE 


WANTED TO PURCHASE 











WE BUY 


Phone or wire 


B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 


B. & R. PAYS THE LIMIT 


CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED a 
colect YOUR NAME PROTECTED S$ 


C 


Ben LaMonica 
Ralph Vogel 











MORRIS BAYROFF 
formerly with M & R Shoe Co. 
IS NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 

es Assumed 

















CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ‘ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 


Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE, 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil” 





























TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 








MY HOBBY 
Buying, Selling Shoes for 37 years 
CASH TOP PRICES 
For Discontinued Stocks 


HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 

















OH DOCTOR! OH DOCTOR! 


Come over quick! 


"BETTER 
CALL “UNCLE” 
LOUIS 


For the answer—phone or write 


LOUIS CAMITTA & SON 
@1 READE ST., NEW YORK, N. Y. 


WO 2-5063 
formerly with S. CAMITTA & SONS 














CASH 
10? PRICES 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women’s and children’s shoes. 


ne Fvolwear FOR OVER 41 YEARS 


MOSINGER-COHN 


1235 Washington St. Lovis 3; Mo 





BARIS BUYS for CASHZ7/77777 


Quick decision on your offers of discontinued and 


B A R j S$ surplus men's, women's and children's shoes. 


Also complete stores considered 


THE NATION’S FINEST 
CANCELLATION SHOES 


79-81 Reade St. - 


Jobs in Fine Shoes From Fine Sources Since 1931 


New York 7, N.Y. - 


Tel: WOrth 2-5180 











Max L. Meltzer, Pres. 





WE PAY MORE [osc WWE ARE RETAILERS 





WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. 


Ivanhoe 1-9830 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











e closeouts 

e surplus 

e discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. © BE 3-7290 
146 DUANE ST., N.Y. C. 








ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 
George J. Arronson Associates 


157 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 








June |, 1957 








@ Fast IN-STOCK service 
on sizes 1-7, A, B, C, 
D & E widths 

® Genuine GOODYEAR 
WELT construction— 
to retail $5.95-$6.95, 
most styles 

@ All shoes manufac- 
tured in our own 
modern plant 


WRITE FOR 


The Big Saitoh 


is to New Process 


PEEK:A-BOOT: 4 


sll bel 


Y 





FREE CATALOG 


THE WILLIAM BROOKS SHOE CO. 
NELSONVILLE, OHIO 








| 


PEEK-A-BOOT, ine. 


1604 So. Flower St.* Los Angeles 15, California 
Warehouses: 


New York and Chicago 








Tanners Join in Fight Against False Labeling of ‘Leather’ 


New York—A concerted campaign 
by the tanning industry to put a halt 
to the misleading labeling of non- 
leather products as “Genuine Leather” 
was opened with the filing in Federal 
Court of an injunction suit against a 
handbag manufacturer who reportedly 
labeled as leather a line of handbags 
made from a plastic substance com- 
posed, in part, of shredded leather 
particles. 

Tanners’ Council spokemen estimate 
that the American consumer is annually 
bilked of more than $125,000,000 by 


variety of so-called “leather” products, 
ranging from wallets to suitcases, and 
from garmerts to furniture. 

In a test case, nine tanners repre- 
sentative manufacturers of handbag 
leathers produced in this country, have 
jointly requested an injunction against 
the U.S. Handbag Corporation of New 
York, which they charge has sold as 
“Genuine Leather” handbags made of 
“material composed of plastic contain- 
ing a mixture of ground or shredded 
leather particles derived from leather 
serap.” 

A spokesman for the Tanners’ Coun- 


cil of America, which is cooperating in 
the campaign against misleading label- 
ling, said that successful prosecution of 
this case will be followed by similar 
action “against any concern which 
labels as ‘Genuine Leather’ any article 
no matter how small which is not 
actually manufactured of leather.” 

Meanwhile, the Better Business Bu- 
reau reported that the New York City 
Department of Markets, acting on a 
complaint filed by the Tanners’ Council, 
has secured from U.S. Handbag agree- 
ment to cease labeling the products 
involved as “Genuine Leather.” The 
handbag concern agreed that its prés- 
ent labeling was inaccurate. 


inaccurate and false labeling of a 








One of America’s Finest Resources for 


another 


* SAMPLES | A 
* CANCELLATIONS 


Branded Shoes - first quality 
from outstanding makers. 


TO WALKING PLEASURE 


JUNIOR 


pO, 


FOR STRAP BACK SHOES 


S T O P that strap from slipping 
H OL Dthat sling in place 


INSTANTLY APPLIED 


IDEAL FOR 
Cancellation Stores 
Drive Ins 

Bargain Basements 


SELF-STICK @ 


Send for FREE sample and catalog 


STOCKED BY LEADING FINDINGS JOBBERS 


79-81 READE STREET 
Cable Address ALBARISHOE .- 


NEW YORK 7 


MODERN ORTHOPEDIC APPLIANCE co., INC. Phone WOrth 2-5180 
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Sales Up, Holland-Racine Expands Fall Stlye Picture 


HOLLAND, MicH.— Addressing the 
fall sales meeting of Holland-Racine 
shoes, President Carl Andreasen said, 
in part: 

“While there is good reason to be 
alarmed about the inroads which the 
giants of the industry are making on 
business formerly held by independent 
retailers and manufacturers, our oper- 
ating figures of recent years certainly 
prove that the cause of the Independent 
is not a hopeless one. 

“As you know, our dollar sales in 
1956 showed an increase of 11 per cent. 
Comparing this with the percentage 
gains of some of the larger firms... 
we didn’t fare too badly. From the 
published figures we have seen, the 
Brown Shoe Company showed an in- 
crease of 37 per cent, General 16 per 
cent, Consolidated National 15.2 per 
cent and U. S. Shoe Corporation 14.3 
per cent. We all know that these fig- 
ures are subject to considerable quali- 
fication since at least two of them in- 
clude gains made by acquisition rather 
than normal growth. Our gain of 11 
per cent was earned purely on the 
merits of our shoes and the ability of 
our salesmen, which certainly proves 
that an independent manufacturer can 
still survive and prosper.” 

In presenting the new line to the 
sales force, L. J. Geuder, vice-president 
of the firm, pointed out that the 74 
new styles in the total of 170 now being 
stocked by the firm, represented a radi- 


cal change in merchandising policy 
since the total number of styles now 
carried is considerably less than the 
in-stock list of previous seasons. 

Commenting on this change, he said, 
“Manufacturers, particularly the 
smaller and more specialized indepen- 
dents, cannot hope to maintain decent 
in-stock service when either by habit 
or lack of conviction they continue to 
list styles or sizes and widths which 
fail to produce reasonably good turn- 
over. Despite the continuous lament of 
most manufacturers that retailers lean 
too heavily upon in-stock service, we 
must face the fact that retailers ex- 
pect good delivery and are entitled to 
it. We serve nobody ... not even our- 
selves, when we attempt to do the im- 
possible. We owe it to the retailer and 
to our own continued good business 
health to concentrate our in-stock ser- 
vice on styles where turnover makes 
good deliveries and adequate stocks 
possible. Many manufacturers have 
been kidding themselves and the retail- 
ers they served by attempting to stock 
too many styles.” 

The Holland line for fall features a 
greatly expanded style picture in the 
$9.95 to $12.95 retail price range with 
heavy accent on stitch and turn pat- 
terns and suburban boot types. The 
company’s featured line of McCoy 
Cushioned shoes has also been ex- 
panded to include these new types. 
There will be no change in retail price 


brackets of the fall line although minor 
price adjustments have been made both 
up and down to bring various shoes in 
line with their established retail brack- 
ets at normal mark-up. 

The company’s newly appointed 
agency, Wesley Aves and Associates of 
Grand Rapids and Chicago, presented 
an outline of fall advertising plans to 
the group which featured the firms na- 
tional advertising schedule in Sports 
Illustrated, plus plans for regienal and 
cooperative advertising. 





Tyer Rubber Names Chief 
For New Products Division 


Carl F. Lamanna, named sales manager 

by the Tyer Rubber Company, Andover, 

Mass., of its new consumers products 

division. Products include all canvas and 
rubber footwear. 
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Channeling and Lip Setting... 


Save space and labor, reduce noise, and improve 
quality with the new Goodyear Insole Channel- 
ing and Lip Setting Machine — Model A. 


REDUCES OPERATING COSTS 
CUTS OPERATOR FATIGUE 
REDUCES RIB DISTORTION 


United’s new machine for Goodyear Welt shoes combines 
channeling of the insole and setting of the lips to form the 
rib. In a single, fast operation it produces work of a higher 
quality than has generally been obtained from the two 
separate operations. 

It is quieter and is designed to give long parts life for 
lower maintenance costs. 

This combination machine takes less space, less stock fit- 
ting room labor and cuts the percentage of crippled insoles. 
Rib distortions are reduced and better quality can be ex- 
pected from the subsequent operations such as side lasting 
and inseaming. 

If you are interested, get in touch with your United 
representative for further information. 


Channeling Lip Setting 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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The American Family Is Grading Up and the Accent’s On Quality Boys’ Shoes 





Growing... 


~~ 








GERBERICH and GEE PEES make 
a winning combination and are the 
greatest traffic builders in the 
boys’ shoe business! 38 years of 
continuous company growth, con- 
sumer satisfaction, and retailer 
enthusiasm for these two lines are 
evidence of their keener styles, 
better value, and real profit and 
turn-over potentials. 


They're in-stock and are nationally 
advertised in Parents’ Magazine 
and Boys’ Life. 


B YOUTHS 8'/2-12-3 


BOYS 1-6 
BIG BOYS 62-11 IN STOCK TO GERBERICH DEALERS 


GERBERICH 


THE FINEST NAME IN BOYS’ SHOES 


NEW YORK LOS ANGELES PHILADELPHIA IN CANADA 
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